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919 CHAFF BEIGE 834 INDIES BROWN 
917 FAWN BROWN 821 SWAGGER BROWN 
916 LEAF BROWN 907 ADMIRALTY BLUE 


So has fashion decreed. And, in the incomparable 
Tandrite Calf, these colors attain their highest state 
of effectiveness. 


Exquisite finish, fine grain, high lustre and pliable 
body... such are the qualities of this masterpiece 
of the tanner’s art. 


“ Jandrite 


Calf 


E. HUBSCHMAN & SONS, INC., Phila. 


_TANNERS OF FINE CALF LEATHERS © 
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The VOICE of the TRADE 


John R. Boyle II 
of R. H. Muir, Inc., East Or- 
ange, N. J., says: 

“Today’s business is summed up 
in one word: resourcefulness. I 
include here the resourcefulness 
of the chief, of all his subordi- 
nates, and of every employee, all 
directed into one channel — the 
growth of their store’s usefulness 
for and to its own customers. One 
of the finest personality talks ever 
given is built around a single, sim- 





[USE WHAT YOU HAVE—TO GET WHAT YOU WANT | 





ple commandment: Use What 
You Have to Get What You 
Want. I borrow the phrase from 
its originator, Frank Jewel Ray- 
mond. It hardly needs interpre- 
tation. Use what your organiza- 
tion already possesses of ingenuity, 
of enthusiasm, of training, to get 
what you want — good-will? A 
larger building? Long life and a 
sane one for your store? What- 
ever it is, grasp what you want 
firmly ; entrap it with words; put 
it into a slogan and then SELL it 
to your entire organization. Make 
the thought in that slogan the 
guide for every decision made in 
the course of your store’s normal 
business, and there will come a 
unity of effort within your person- 
nel which will surely make itself 
felt by your public, to your very 
great advantage.” 
x * 


[ra J. Haskell, 
president of the Lynn Chamber of 
Commerce, says in an open letter 


to Lynners: “The consuming pub- 
lic is in a mood for less ‘ballyhoo’ 
and more purchasing power. The 
hysteria of deflation of the past 
year has brought the wages of our 
working people to such a low point 
that it has affected the consumer 
market. Wages must be in- 
creased.” 

Mr. Haskell is a merchant, not 
a manufacturer. His firm, T. W. 
Rogers & Co., operates one of the 
large department stores in Lynn. 
Mr. Haskell recently wrote to 
President Selby of the National 
Boot and Shoe Manufacturers’ 
Association, inviting him to discuss 
the betterment of prices as well as 
of quality. 


xk * * 


Edom P. Hahn, 
of Washington, served as chair- 
man of the Resolutions Committee 
of the National Shoe Retailers 


Association in Chicago. It was 
the first time in five years that an 
official set of resolutions was pre- 
pared. The major theme was the 


cooperation of our industry with 
all progressive movements in in- 
fluencing the welfare of the public 
through a stabilization of confi- 
dence, commodities and commerce. 

Mr. Hahn is in a strategic posi- 
tion in Washington to continue the 
good work in contact with the new 
government. 


Mss. Tom Thumb’s 
Shoes are on display at Baker’s 
Family Shoe Store, Lynn. This 
store reveals odd specimens of 
footwear every now and then, for 
the entertainment of its friends 
and customers, and any others 
who may be looking for something 
interesting to contemplate and 
talk about. A pair of shoes that 
Mrs. Tom Thumb wore was the 
attraction of a recent display. 


These shoes, anklettes, with a 
front strap, a right smart pattern, 
measure No. 9% _ (children’s 
range) on the Baker size stick 
and 5% inches on the foot rule. 
Everett Dunbar made the shoes 
completely by hand, sewing. the 
welt, as well as fashioning the 
Louis heel of wood. The little 
lady, one of the most famous mid- 
gets of her time, must have been 
a very busy person, for the shoes 
show signs of much wear. 


x * 


~~ 
The “twelfth industry 
in America” is the rating given to 
shoe and leather manufactures. 
The grand total for 1931 produc- 
tion for this division is $1,185,- 
948,583. Total production figures 
have been released by the United 
States Census Bureau showing that 
the value of all manufactured 
goods in 1931 represented slightly 
over $41,000,000,000. As com- 
pared with 1929, this shows a de- 
crease of 41.3 per cent. 





Bogistavs Zegorav, 
who makes shoes for the classes 
in Paris, Berlin and London and 
for this season is creating Ameri- 
can models for Vida Moore’s cus- 
tom shoe shop at 681 Fifth Ave- 
nue, writes : 

“Allow me to congratulate the 
Boor AND SHOE RECORDER most 
sincerely upon that magnificent 
achievement — your recent Half 
Century of Progress issue. To do 
this extraordinary work at this 
time is, in my mind, an accom- 
plishment of remarkable worth 
and should produce far-reaching 


results.” 
oc ie 


C., F. Hughes, 


business news editor of the New 
York Times, says: 

“With a new administration 
committed to ‘a new deal’ and 
sympathetic to social improvement, 
it is more than likely that certain 
constructive suggestions will get 
past the proposal stage. I do not 
mean to say that the new legisla- 
tive program will go radical but I 
believe that it may pay less atten- 
tion to the wishes of Big Business 
and more to what makes business 
big, the small business man, the 
farmer, the worker and, in a word, 
consumers. 


A ai 


“One principle has been con- 
stantly emphasized. It is that mar- 
kets depend upon consumers, and 
workers are consumers. 

“This depression has put many 
values to the acid test. For quite 
a period of time the public was 
hopeful of getting back what it 
lost. After many peeks around 
‘that corner,’ there are signs that 
it is beginning to wonder if what 
it lost was really worth as much 
as it supposed. ‘Keeping up with 
the Joneses’ was a national pas- 
time but now the public is tasting 
the full flavor of more simple pur- 
suits. What it had in many cases 
was shoddy, and that is being rec- 
ognized. Along broad lines the 
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TIS ALWAYS THUS 


—Human nature always has been, is, and 
probably always will be the same. 
—lIn the year 1710, or 223 years ago, Bishop 
Berkeley of Cloyne wrote: “We have 
first raised a dust, and then complain 

we cannot see.” 

—Likewise in 1930-32 we humans raised 
a dust and then wondered what it was 
all about. 

—We looked ahead but could not see be- 
cause of the density of the cloud. And 
when we could not see we became panic- 
stricken. 

—But, fortunately for us humans, a dust 
cloud always lays itself if given time. 
That is just what is happening right now. 
The atmosphere is beginning to clear, 
soon the sun of better times will peak out 
again, and before we know it the road 
ahead will be well defined with oppor- 
tunity sign posts on every side. 


Bnix ga Te 


President. 











whole question of style exploita- 
tion is involved. Have there been 


too many styles? Has bigger and 
better often meant bigger but not 
better? These are considerations 
which it will pay merchants to look 
into. They cannot decide them 
theoretically, but they can study 
out changing tastes of the public 
in quality, prices and design by the 
sure yardstick of consumer de- 
mand. Backed with real knowl- 
edge their conclusions will mean 
dollars and cents to them in prac- 
tical operations.” 
ene 


ot W. Porter 


of Smith-Kasson Company, Cin- 
cinnati, Ohio, says: 

“Tt is a well-known fact that 
more merchandise is under- 
marked on retail rather than over- 
priced. The average buyer of 
today is too timid to place a sub- 
stantial mark-up over the cost of 
the merchandise. There are two 
reasons for this: first, that he is 
afraid the merchandise will not sell 
in volume; and secondly, the cost 
of the article with his usual re- 
quired mark-up is before him. 

“Many basement stores have 
found that where they have been 


buying into certain price lines end- 
ing in the customary ‘nine,’ that 
they can raise their retail by using 
prices ending with the smaller 
digits in the next higher price 
range. (For example: using a 54c. 
price instead of 49c. retail price.) 
A price ending with one of the 
smaller digits has the appearance 
of being off price and lower in re- 
tail than one ending in the larger 
numerals. This will enable the 
stores to maintain greater mark- 
up without retarding sales.” 
* * x 


Melville Kaufmann 


of Sommer & Kaufmann, San 
Francisco, is an outstanding stu- 
dent of Technocracy. Some time 
soon we will print his interpreta- 
tion of it as it applies to shoes. 
We had hoped to interview him in 
New York, but he wrote: 

“Our efforts to maintain our 
present shoes business, built on a 
capitalistic foundation, require 
my daily attendance in and at the 
store. The Technocrats have 
stated the case but have given no 
solution. Let’s hope that some 
clear conclusions will develop— 
for we will have to reconcile the 
sale of shoes and the giving of 
service with a plan that involves 
an abolition of all monetary 
standards because the price system 


is to be smashed. A 16-hour week 
of four hours per day for four 
days only; the employment of 
able-bodied persons between the 
ages of 25 and 45 only, which sup- 
posedly will create for consump- 
tion enough goods to maintain our 
present standard of living for the 
next 3000 years—if no further 
technological improvements are 
made. The merchant and his ser- 
vice-place in this sort of a scheme 
are indeed facing something to 
think about.” 
* * * 


Orc H. Hassell, 
chairman of the National Shoe Re- 
tailers Association executive com- 
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mittee, announces that the next 
convention dates will be Jan. 7, 8, 
9, 10, 1934. He stated, however, 
that no city had been selected for 
the convention but this action will 
be taken soon by his committee in 
concert with the association’s man- 
agerial committee. 
* * * 


© isestne H. Bear, Jr., 
Charles H. Bear & Co., York, Pa., 


states: 


ew md 


“Let us be courageous right 
through 1933. Let us increase our 
training and personnel activities 
because it is more than ever im- 
portant to train our people for 
better selling . . . to make two 
sales grow where only one grew 
before. And if I may once more 
refer to our own store, let me say 
that in the last six weeks we have 


added two people to our staff just 
to develop better selling in our 


store. And it is our belief that 


better selling will be one of the. 


big solutions of high payroll cost. 

“Every merchant should devise 
a job analysis for each member of 
his staff and see that it is definitely 
carried out. He should determine 
whether his staff members are 
reading the right sort of trade and 
fashion magazines; what they are 
doing outside store hours to bring 
business to his department and to 
the store; if they are calling up so 
many prospective customers each 
day; if they are sending out so 
many postcards about new mer- 
chandise each week; if they are 
following up on the daily group of 
suggested-selling items, and if 
they are generally trying to give 
earnest support to each depart- 
ment and its head.” 

= % 


Ean C. Logan, 


who helped stage the merchandis- 
ing clinics at the National Shoe 
Retailers Association convention, 
had prepared a poster for use in 
each of the convention sessions. 
It was a quotation from President 


33 


William McKinley, as follows: 

“I do not prize the word cheap; 

“It is not a word of hope; 

“It is not a word of comfort; 

“It is not a word of cheer ; 

“It is not a word of inspiration; 

“Tt is the badge of poverty; 

“Tt is the sign of distress. 

“Cheap merchandise means cheap men 
and cheap men mean a cheap coun- 


try.” 
*k Ox 


Max Guggenheimer 


of Guggenheimer’s, Lynchburg, 
Va., says: 

“Stores that progress this year 
will have the courage to face re- 
alities. They will have the cour- 
age to find out what are they actu- 
ally doing about what they know. 
They will have the proper respect 
for planning—planning that will 
have the proper analysis of stock 
and customers’ demands. They 
are going to definitely see that 
their best selling price lines are 
properly marked and exploited, 


SHINE YER 
SHOES FOR 
A NICKEL, 
MISTER! 








and that the slow selling price 
lines are not loaded with merchan- 
dise. They are going to admit 
their buying mistakes and take 
their medicine quickly. In short, 
they will look facts squarely in the 
eye—and not duck them.” 


* * * 
A bill to tax 


chain stores, introduced into the 
Massachusetts Legislature by Sen- 
ator Parkman, provides for a tax, 
not to exceed 70 cents a day on 
each store, and it is estimated that 
the tax would raise a revenue of 


from $3,000,000 to $4,000,000. 


x * x 
A shrewd 


New England manufacturer aptly 
expressed present-day conditions 
with the following: 

“You sell some accounts and 
don’t eat. You sell other accounts 
and you don’t sleep.” 
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: and 


TURNOVER 


Topics of Discussion for 
Department Store Men at 
Chicago Convention Clinic 


vvv 


ae you there, Charlie?” 
o!” 

“Well, we took all the text down by stenotype and 
here you can read it as if you were actually at the battle 
of brains when merchants from all parts of the country 
discussed freely a number of vital questions.” 


vvyVv 


A. J. Pauly, of Stix, Baer and Fuller Company, 
St. Louis, acting as Chairman. 

CHAIRMAN PAULY: The object of this 
meeting resulted from a lot of inquiries that the 
N. S. R. A. has received from different buyers and 
manager and merchandise men of the department 
stores. 

The Association has boiled them down into eight 
problems. Before starting on any of the problems I 
would like to say that this is an open forum. 

You will notice that problem number one reads: 
“To convince the merchandise manager that the 
shoe department should operate on a different 
basis than other departments of the store. 

‘ : “(a) in order to successfully compete with, and 
$$aN! sna ¥ YY be considered in the same class as, the well or- 
UNOnX pe ganized, exclusive retail shoe stores. 

te 3721 ‘308d “(b) because in buying style footwear the ele- 
ment of time is different than in millinery, ready- 
to-wear, etc., since it takes longer from time order 

is placed until merchandise can be delivered.” 
Personally, I think there is only one way to dissect 
it. It depends upon the class of store or department 


Every detail of business today needs to be scrutinized that you are operating. One store can’t compete with 

. see if it — a —_ in cash - — " - all the different styles and types of shoe stores that 
joe store a joe department. No division of the ist today. We have the chain store and the pri- 

trade depends so much upon records and results as Te st store. They are all catering to different 

the shoe department; and this is the first general ails ranges : 

forum ever held on that subject. Iw fact, the subject Therefore, I would like to hear a little discussion 


warrants continuance in coming issues, with the titles ; : 
Compensation and Fitting, etc. from some of you gentlemen here as to just exactly 
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what you think we could do and just exactly how we 
could intelligently answer this number one problem. 

MED BEAUDOIN (The Fair Store, Escanaba, 
Michigan): I have had experience in the retail as 
well as in department stores. Escanaba is a very 
small community—17,000. We found that in order 
to be successful we had to go out and take an inven- 
tory of what the exclusive stores are doing. We 
found that we had exclusive stores there that were 
selling cheap merchandise; others that were selling 
higher priced merchandise. In order that we might 
find ourselves, we just took an inbetween stand. In 
other words, our prices for last year were $5.00, $6.50, 
and $8.50. We got away from the competition of the 
cheaper merchandise and put our- 
selves in a little different sphere and 
at the same time did not take to the 
extremely highly priced lines. 

F. F. ROSS (The Emporium, San 
Francisco, Calif.): I would like to 
know just the first part of that ques- 
tion. I was wondering if that alludes 
to the fact that merchandise mana- 
gers today are continually after their 
shoe buyers to reduce their invest- 
ments, trying to cover a smaller field, 
and to cover that field more com- 
pletely. If whoever put forth this 
question had in mind that to compete 
with the exclusive shoe store, they 
thought it would be necessary, prob- 
ably, to cover wider ranges of styles 
and carry more stock and get a 
smaller rate of turnover? 

CHAIRMAN PAULY: I think 
that is what they are driving at. 

R. B. ENGFER (Lamson’s, To- 
ledo, Ohio): The gentleman is right. 
The head of the question is to con- 
vince the merchandising manager 
that the shoe department should 
operate on a different basis than other departments 
of the store. Shoes should be bought differently than 
other merchandise because it takes longer to get them. 

CHAIRMAN PAULY: You mean more liberal 
allowances in the form of budgets and. turnover than 
to the other departments such as millinery? 

MR. ENGFER: It should be different. Your 
mark-up, buying, and everything is different from 
other departments in the department store. It takes 
longer to buy shoes; the order must be placed farther 
ahead. The average merchandise manager thinks you 
can buy them out of stock just as you need them. 

CHAIRMAN PAULY: I think that this prob- 
lem is an old one in the shoe industry. Everybody, 
more or less, blames the merchandise man. The buyer 
thinks his job is the hardest and the merchandise man 


A. J. PAULY 





thinks his job is the hardest when it comes down to 
proportioning budgets, but they all have to be based 
on a sound principle. A merchandise man might be 
a little partial to other departments and expect the 
shoe department can do the same as the millinery or 
hosiery department. If he does, he 
is wrong. Shoes can not be mer- 
chandised exactly the same as some 
other articles in other departments. 
In shoes you require not only 
style but you require color; you re- 
quire sizes; you require widths; you 
require types; you require different 
heights of heels—the many elements 
that enter into the game of shoes do 
not enter into other departments, and 
those things must all be taken into 
consideration. 

F. N. HUMPHRY (The Gus 
Blass Co., Little Rock, Ark.) : My 
problem is to compete with well or- 
ganized retail shoe stores by having 
the right kind of merchandise, the 
right styles and the right prices, and 
every week participate in a big store 
sale of some kind and have sale shoes 
so that I can go into the sale. If I 
don’t go in I am laying down. I am 
not cooperating. In other words, to 
keep my stock right I can’t sacrifice 
my prices and get my mark-up and 
if I buy odds and ends for sales I 
soon load myself up to where I can’t price down. 
That is a problem that a lot of us are up against. 

CHAIRMAN PAULY: That is one problem. 
You can’t compete with the exclusive, well-organized 
retail store because they do not have the promotions 
a department store does. It is almost impossible to 
compete with a shoe department that has promotions 
every month or so to compete from a stock standpoint 
as with a well-organized retail store for the simple 
reason that the promotions, and so forth, which 
usually are storewide, require that you go out into the 
market and buy additional merchandise for these 
events, and the result is that if these events come 
often you have an accumulation of odds and ends 
from these promotions that will eventually drown 
you. That has always been a problem. 

















MR. FLEISHER (Canton, Ohio): I happen to 
have a lot of experience in department stores. I 
owned one for twelve years. The shoe department 
in a department store has a great advantage over the 
retailer in their sales promotion. There are at least 
twenty-five who come into a department store to two 
that come into an exclusive shoe store. That man 
has the opportunity to turn over his stock because of 
transit. An exclusive shoe store has to carry even a 
heavier inventory than a department store because 
we have to carry a full range of sizes and widths and 
we have also got to bring them into our individual 
store for shoes alone. 

H. N. BIWER (Field Schlick, Inc., St. Paul, 
Minn.): I would like to bring up the question re- 
garding the experience of purchases for special pro- 
motion events—the effect of that purchase for special 
promotion, the effect on their stock and sales imme- 
diately before the event and after the event. 

CHAIRMAN PAULY: I think specially bought 
merchandise for promotion purposes—the mistakes 
made on that are that we always overestimate our 
business—more than we are actually going to get out 
of the special event, and we more or less always 
over buy. 

For an example: If a man expects to sell 1000 
pairs of shoes, he figures he will have to buy 1500 to 
sell that number. He would probably be better off 
if he bought 500 and took the other 500 out of the 
stock because there isn’t a stock of shoes in the coun- 
try that doesn’t have 500 pair of shoes that could be 
put into the sale instead of going out and buying 
brand new merchandise and leaving the old merchan- 
dise lay on the shelf. 

MR. BIWER: The point I would like to have 
brought out was the fact that the department store 
buyer who is forced into special promotions of one 
type or another—is at a decided disadvantage because 
of the handicapped position of the stock after a spe- 
cial promotion. Statistics show that only about forty 
per cent of the special promotion merchandise orig- 
inally bought for that promotion is actually sold 
during the time of the promotion, and it would appear 
that one of the things necessary to recommend the 
merchandise men would be to eliminate the shoe 
department from many of the store-wide special 
promotions. 2 

CHAIRMAN PAULY: 


I think it all depends 
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upon how many store-wide promotions a store will 
have. The exact question that you put up is, “what 
to do with the leftovers of all these promotions.” It 
is usually that you might sell fifty or sixty per cent 
and as you stated, you got forty per cent of it hanging 
over. 

MR. BIWER: Those are not my figures. 
are general statistics. 

CHAIRMAN PAULY: /You can readily see 
what the condition of your stock will show after a 
couple accumulations of these promotions. You have 
a stock then in dollars and cents which might only 
consist of odds and ends, and the result of that is that 
you have to take another big mark-down to close out 
the odds and ends. What you really want to do is 
what this group thinks of recommending to the mer- 
chandise men. 

MR. BIWER: It would be my suggestion to rec- 
ommend to all merchandise men the consideration of 
leaving out the shoe department on many of the spe- 
cial promotions. In that way it will leave them in a 
better position to compete with the well-organized 
retail shoe store. 

CHAIRMAN PAULY: I think you are abso- 
lutely right, and I agree with you. I think that the 
shoe department should not be asked to participate 
in all of the store-wide sales on account of the risk 
that they are taking from the amount of odds and 
ends that will accumulate. 

MR. BIWER: That is the type of answer I should 
like to see in a recommendation. 

MR. GOLD: Too many sales are being pro- 
moted in the department stores. 

CHAIRMAN PAULY: Isn’t it true that we all 
feel that prior to 1929 we adhered more to established 
policies than we have in the past few years? Haven't 
we just been running around in a ring here for the 
past three years trying to reach out and do this and 
that in our mad effort to maintain our volume and 
we rather more or less drifted away from set policies 
that we adhered to in 1929 and prior to that? 

MR. FLEISHER: Mr. Chairman, don’t you 
feel that in a department store the reason the mer- 
chandise man is driving the department manager for 
more turnover is because of the additional cost of 
conducting a department in a department store? 
Your cost of doing $100,000 business in a department 
is greater than if you do $100,000 worth of busi- 
ness in a well-organized retail store. 

I think they are trying to force the turnover to 
gain a greater margin of profit because of the greater 
cost of operating that department. 

CHAIRMAN PAULY: Do many stores have 
trouble in that respect? Is there any store here that 
has trouble getting the required allowances or budgets 
to conduct its department the way it would like to 
have it? Let’s hear from someone having that 
trouble. bee 


Those 
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MR. BIWER: It would appear the question is 
very important but very poorly founded, and I would 
suggest that the group recommend that it is a per- 
sonal problem that has to be taken up with each indi- 
vidual store, and that any further recommendation 
consider it a closed question because I believe after 
the debate that has been on here it is purely a bad 
question put before a group that could only be 
answered in an individual way. 

CHAIRMAN PAULY: We have to give an an- 
swer to it. What would you suggest by the way I 
have outlined it in the dissection of the different price 
lines—what this group feels would be a satisfactory 
turnover of the complete stock? 

MR. BIWER: I think you are stealing your 
second problem. 

CHAIRMAN PAULY: The second is almost a 
repeat of the first. They both enter into about the 
same question there as you will notice on problem 
two, to obtain a satisfactory turnover and profit on 
as low a stock as is carried in other departments, and 
so forth. 

W. G. HEWETT (The Caldwell Store, Inc., 
Washington, Pa.): I believe that this question pos- 
sibly has* come from smaller towns, possibly where 
the merchandising man wasn’t familiar with the shoe 
business and has merchandised the shoes to the shoe 
department as he would the ready-to-wear or millinery. 

CHAIRMAN PAULY: I would like to hear 
a recommendation on this problem—one ‘that we 
could take down. 

MR. ENGFER: My recommendation would be 
that the merchandising man expect a smaller turn- 
over and conduct fewer sales and promotions in 
his shoe department and not have so much mark- 
down. 

CHAIRMAN PAULY: We will proceed with 
problem two, which is,— 

To obtain a satisfactory turnover and profit on 
as low a stock as is carried in other departments 
of faster moving merchandise. 

I think problem two should be read to consider a 
turnover and profit on a shoe stock in the different 
price ranges. I think the problem was put a little bit 
incorrectly here. 

MR. ROSS: I would like to take exception to 
that. The way I read that, is that apparently mer- 
chandise men have been requiring or asking for a 
turnover rate as great as you would find in millinery 
or in some of the other fast moving stocks. Turn- 
over rates have been compiled by the Harvard Re- 
search Bureau and by the National Drygoods Asso- 
ciation, and it would be a waste of time to discuss it 
here. We all know what would be considered a good 
average turnover for a shoe stock in a certain type of 
store in a certain size city. The way I read question 
two, it is in relation to the turnover rate of other 
departments in the store. Apparently merchandise 





men have been asking for a rate similar to the ones 
you will find in merchandise that sells much faster. 

CHAIRMAN PAULY: The question is, can 
shoe stocks be turned over as often as such fast mov- 
ing merchandise as hosiery or millinery or women’s 
ready-to-wear, when the element of anticipation does 
not enter into it as much as it does into shoes. 

We all know that we can’t get the different turn- 
over in shoes at $10.00 that we can at $4.00 or $5.00. 
The volume isn’t there in the higher price brackets 
as it is in the lower price. It probably might be best 
to answer that question by taking the different price 
ranges as to what this group thinks would be a satis- 
factory turnover. 

For example, $4.00 is a very popular price today. 
What do you think would be a satisfactory turnover 
in a $4.00 price range? 

MR. SNYDER: Eight to ten times. 

MR. ROSS: Where we are it is six. 
tickled to death to get six. 

CHAIRMAN PAULY: 


I would be 


Get the question right. 
You are just specializing and featuring $4.00 shoes. 
If you had a shoe store and were buying nothing but 
$4.00 shoes, what would you think would be the proper 
turnover that you should have at that price range? 


MR. BEAUDOIN: I would say six times. 

MR. B. M. LIPPMAN (Lippman’s Department 
Store, Hibbing, Minn.): For department stores I 
would call a fairly satisfactory turnover four times 
a year. 

CHAIRMAN PAULY: 
the way from six times up—six to ten. 
five times turnover is very good? 

LEONARD MATHES (I. Mathes & Sons Shoe 
Co., St. Louis, Mo.) : It seems to me you can’t ignore 
the annual volume of the department in deciding this 
question. I think you will find that the high volume 
department will get a larger turnover than the small 
volume department. 

CHAIRMAN PAULY: That is true, too. Vol- 
ume governs all those things. That is what we are 
trying to arrive at. We wouldn’t want to take the 
maximum or the minimum, but we want to get what 
would be a fairly good turnover, say for a department 
doing on an average volume of $50,000. 

MR. FLEISHER: [I think you are away off on 
that figure. If you take 100,000 population and have 
a department, and we are speaking now of just the 

[TURN TO PAGE 46, PLEASE] 
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A STORE 
FOR FEBRUARY 


















arrive, 


A SHORT month— 

make every day count! 

With February you're 
on your way to Spring. 
From now on you should 
merchandise the new 
Spring styles as fast as they 
meanwhile putting 
ressure on your inter 
a in order to clear them 


TO start the mofrth 

why not send out a 

letter to your customer 
list announcing the first 
Spring styles? And to make 
it effective add a postscript 
offering an EXCEPTIONAL 
Hosiery bargain obtainable 
only by bringing the letter 
to your store? 





YOUR odd lots of 
Winter lines should be 
used for week-end 
“leaders.” Feature them in 
— newspaper ad and 
give them good window 
isplay. Have you fresh- 
ened up eed windows or 
are you still using the same 
old Fall and Winter back- 
grounds? 


HERE’S a good Satur- 

day trade - boosti ng 

stunt. Offer a goo 
quality women’s silk hose 
as an 89c. special, with 
another pair for 10c. addi- 
tional. If you have nothing 
suitable in stock merchan- 
dise for this specialty and 
try it some Saturday later 
on. 






















ular weekly window 

change. Would you 
like to sound a new note in 
your window displays and 
make them “different’’ with- 
out too great an expense? 
Then look into the possibili- 
ties of cloth background 
panels and felt letters. 


6 THE day for the reg- 


this year—April 16th, 

which makes it most 
important that you drive 
hard for early Spring style 
business. Are you talking 
“style” in your ads, and in 
your windows? And are 
our salespeople talking 
pring styles to every cus- 
tomer? 


7 EASTER comes iate 


PLACE an attractive 
8 stand or pedestal in 

the foreground in your 
window with a card reading, 
“Our Newest Spring 4 
—Just Arrived. The 
change this frequently. It 
will help focus interest on 
new styles, particularly if 
a new style appears every 
day or two. 
















now. 
for 
siery, 
etc. 


town have a Spring 
Dollar Day every year? 
If so be 


9 DO the stores in your 


n planning for it 


on the lookout 


ecial buys” in ho- 
— slippers 


en you won "t have 


to ransack the store at the 
last minute for suitable 
items. 


shoes in tonight’s ad, 

and for a special fea- 

ure offer a packet of say 

100 different postage stamps 

free with every pair of 

children’s shoes. ere is 

a big interest in stamp col- 

lecting just now, and these 

packets can be bought for a 
few cents. 


10 FEATURE children’s 


window today, but in 

addition be sure and 
have a good STYLE display. 
Tomorrow is Lincoln’s birth- 
day. Plan a simple patri- 
otic display that can 
placed in the window to- 
night the last thing. Be 
sure and have some good 
“window leaders” today. 


1 HAVE a children’s 


‘ 























big 
and 








i border. 
i peared 


for Vi 


PUT in a Valentine 
hp! today. For 


ound make 


‘heart of wallboard 
int it red with a gold 
Use small red card- 
hearts with 


ac 
rice tickets on 


each pair of shoes. Be sure 
lay up boxed hosiery 
lentines. 





ble season. Why not 

t some inexpensive 

rs = tay to give as 

gifts boys’ shoes some 

wey soon? ve you 

made your regular month- 

ly inspection of your store 

for Fire and Accident haz- 

ards? It is good insurance 
to do this regularly. 


1 IT will soon be mar- 





— bn mailing card 
eaturing one single 
auisiir of hosiery will get 
results if the price is ri 
Offer to fili phone orders 
and provide an order space 
ge mail orders can be sent 
the names of 
colors promi- 


1 5 A GOOD strong cir- 


the om - XR 
nently. 








No doubt you'll sell 

1 golf shoes this Spring, 
Sut how about golf 

hose? There’s extra busi- 
ness to be had on this line. 
To dispose of footwear odds 
and ends one store. puts 
them out on a tape, with a 
oes AT —— 

Your Size Is Here.” Cet it 















Clear Your Winter Stocks in 


February 
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ALENDAR- 


A Working Schedule for Busy Merchants 
to Produce More Profit through Planning 





strong Spring styles 

ad in tonight’s news- 
paper, featuring both foot- 
wear and hosiery. And see 
that your windows are just 
as interesting as your news- 
paper How long since 
you last revised your mail- 
ing list? Better do this quite 
frequently. 


17 INSERT a good, 


See that your sales- 
18 people suggest ho- 

siery to every shoe 
customer today. Every sale 
thus made is PLUS busi- 
ness. Have you made your 
plans for Spring window 
backgrounds and _ interior 
trims? You'll need them 
soon. Don’t wait until the 
last minute to get them. 











Washingon’s_Birth- 

day. If it is a school 
holiday in your town it will 
be a good day for a sale of 
children’s shoes. A suitable 
window should go in today 
if you decide to do this, 
and there should be an ad- 
vertisement in tomorrow’s 
paper. 


2 WEDNESDAY is 





DOES your advertis- 
21 ing cut service, pro- 

vide all that you need? 
If not you should watch 
your newspaper’s mat ser- 
vice and reserve all the 
good Spring style cuts you 
will need. Arrange to have 
them notify you each month 
when the new service ar- 
rives. 


PUT your Clean-Up 
25 Sale items in one 

window today with 
cards that will get atten- 
tion. How is your stock of 
rubbers, and umbrellas? 
You’re getting close to the 
season when the weather 
will help the sale of these 
items. Put your sale items 
on tables today. 























TODAY is a _ good 
2 day to give your 

stock a thorough go- 
ing-over. Weed out all the 
odds and ends, broken sizes 
and discontinued lines that 
you want to dispose of. 
Then put prices on them 
that will make them sell in 
a hurry. Keep your stocks 
clean ! 


dows today—and 

make them INTER- 
ESTING! This is going to 
be a tough season and the 
store that gets the business 
will be he store whose win- 
dows are so attractive, and 
so different from the usual 
trims that people just 
CANT’T pass them by! 


27 CHANGE your win- 





tonight’s news- 
24 »: paper ad announce a 
Saturday Clean-Up 
Sale of the items you want 
to clear out. Probably it 
would be better to have 
TWO ads—one a sale ad 
and one an announcement 
of Spring styles, for you 
must continue to hammer 
away at style! 


MARCH, and the 
28 BIG selling season 

is just ahead. Of 
course you've prepared, 
with the RIGHT footwear 
and hosiery lines. But how 
about the accessories_that 
add extra volume? Belts, 
purses, small luggage, 
sports accessories—-all are 
being sold successfully by 
other shoe stores. 








March brings a New Deal in 
Washington and it may mark 
a turning point in business. 
Many believe the Spring of 
1933 will see the beginning 
of a long, steady climb out 
of the depths and into the 
New Day. Be prepared to 
make the most of any seasonal 
pick-up through carefully 
planned promotion. 
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connection with the N.S.R.A. convention at Chicago, centered its attention on color 
developments and expectations. Their discussion is summarized here for retailers who 
are also considering how fast and how far the various color entries can be expected to go. 

You remember horse-racing on board ship—with the deck marked off in squares 
and painted wooden animals to run the course? The fashion forum at the Chicago 
convention reminded us of this familiar shipboard scene. Spring shoe colors were the 
race entries. Chairman M. E. Mittelman shook the dice. And the stylists in attendance 


placed the horses to win! 





Gray was the entry receiving the 
most attention, as the color with 
the greatest fashion interest .. . 
and the most merchandising dan- G ray 


gers! Note, as you read, how | I. 


middle tones of gray are spot- 
lighted and the use of two tones 
in one shoe recommended. 

Chairman Mittelman: Gray seems to be coming 
up considerably as a highlight. I don’t know just 
how many of you have been around and placed 
your orders or are about to place them, but I do 
believe that if you have or will you will find all 
manufacturers showing quite some gray. Let me 
hear something about gray. 

Miss Hilda Rau: In New York not so long ago, 
I noticed three gray dresses in a very smart shop 
window. Each one was an interpretation of a new 
shade of gray. It is a question which one of the 
three will be good. There is the light and the 
medium and the dark. I think the smarter shoes 
are the ones that put in more than one shade of 
gray. 

H. M. Crull: The best explanation that I have 
heard on the gray situation was made at the 
National Show last month. The young lady who 
conducted the Style Review brought out this 
thought: Any shade of gray could be good. Any 
medium shade of gray was especially good; the 
gray does not have to match the costume; a woman 
could be very smartly dressed by having her shoes 
in one shade of gray, her dress in another and her 
hat in another. She demonstrated how that three- 
color scheme would look by having a model 
dressed in that manner. Personally I feel that any 
medium shade of gray will sell. In fact, as far as 
we are concerned, we adopted the official gray of 
the Color Card and it is selling with us in volume 
at the present time. 

Chairman Mittelman: Thank you, Mr. Crull. 
Will you also tell us what materials you are sell- 
ing in gray? 




















—RUTH HARRINGTON 


Mr. Crull: Kid is our big volume leather in gray. 

Chairman Mittelman: Does that gray kid have a 
cast of either a tannish or a greenish shade? 

Mr. Crull: A tannish cast. 

Chairman Mittelman: It is not a true gray? 

Mr. Crull: It is not definitely a true gray. My 
personal opinion is that just for pre-Easter selling 
we will have to change to a true gray. 


Chairman Mittelman: Can you tell us about the 
percentage of grays that are being bought for 
Spring? Just off-hand, in selling, supposing a man 
selects ten shoes. 

Mr. Crull: He’d buy two grays. 


Chairman Mittelman: That would be about 
twenty per cent. That is a lot of gray. 


Miss Elizabeth Ambrose: I believe one im- 
portant thing to be considered in merchandising 
gray is the question of the section of the country 
in which it is to be sold. In the South we find year 
after year light or medium shades of gray. Your 
newest, smartest and most generally adaptable 
gray, however, is a slightly darker shade, the 
“stone” color that is being used now. Your stone 
gray shoe, or shoe combining two shades, as Miss 
Rau suggested, is very practical for most sections 
of the country. But I think the Northern and 
Southern differential is something you have to 
watch very carefully. 

Price enters into the question, too. Your staple, 
rather lightish-medium gray is your big volume 
below six dollars: But I think above that you have 
to keep your eyes very much open as to the 
medium-dark grays. 


Miss Helen Cornelius: The trend, as Miss 
Ambrose just mentioned, is toward a warm gray, 
and inasmuch as gray is still being combined with 
brown, I think it is well to take into consideration 
that gray must have that warm tone that brown has 
in order to blend with it. 

While I was not present at the meeting that was 
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THE COLOR RACE IS ON! 


‘agnmeen is the big question this Spring. The field is crowded. Percentages and 
proportions are all important. That’s why the women’s style meeting, held in 
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referred to in New York, I think that what they 
meant by combining grays was this: Combining 
two or three shades of the one tone—not a cool 
gray with a warm gray, but three warm grays of 
different value. 


Mr. Al Robbins: Gray has always been known 
for such a short period shoe. They say you should 
have gray very early and forget about it. I’d like 
to ask until what time you think grays will sell 
with any popularity. 

Chairman Mittelman: That has a great deal to 
do with the location, as Miss Cornelius stated. I 
will be very glad to hear from those present on 
how long they think gray will stay in vogue. Miss 
Cornelius might be able to help us on that. 

Miss Cornelius: It is very difficult to prophesy. 
We never do it. But I see no reason why gray 
should not remain in fashion throughout the 
summer and even into the fall, judging by pre- 
dictions being made in Paris and in New York. 
As gray is still an excellent combination with 
brown and dark blue, and as both of those colors 
will be very good for Spring, I will say that we 
can count on quite a lot of gray being sold. 





Chairman Mittelman: How do you feel about 
ooze against kid or fabric? 

Miss Cornelius: That is a difficult thing to an- 
swer, too. I think that history has proven that 
the thought of ooze in the Spring is a little contrary 
to the way the average woman thinks. In other 
words, she usually discards her heavy suede gloves 
and puts on lighter weight ofes; and she thinks in 
terms of lighter weight in regard to leather. 

However, I have seen some shoes made of light 
weight suede that were certainly very inviting, and, 
combined with kidskin and other leathers, they 
looked as though they were right for Spring. But 
I think I am perfectly safe in saying that there will 
be more of kidskin and that type of leather sold 
in shoes for Spring than the suede, although the 
suede is new and it has a new effect and I under- 
stand, too, that this reversed type which is called 
a service leather is being made in a very smart 
sport shoe. 

Chairman Mittelman: What else can we learn 
about gray this morning? 

Mr. Tulkey: We have sold about four thousand 

[TURN TO PAGE 42, PLEASE] 
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A Fighting Spirit Rekindled in Trade 


- he that filches from me my good name, 
Robs me of that which not enriches him 


And makes me poor indeed.” 
Shakespeare 


Thanks to the vigorous opposition 
of some of the shoe merchants of the city of New 
York, the cancellation store racket is being jolted out 
of business. Some of these stores live by misrepresen- 
tation, through trading on the names of well-known 
stores everywhere. As we have said before, the idea 
back of the shop is to beguile the public into believing 
that some rather famous shops were unable to pay 
their bills. Asa result the “cancelled” shoes naturally 
went to those quick sources who had ready money to 
buy wholesale at ridiculously low prices. Then, that 
advantage of buying shoes that were made up for 
somebody else is transmitted to the consumer at prices 
from $1.95 to $3.95. 

As a racket it has its plausible points but as a busi- 
ness it blows up the minute pressure is brought to 
bear. If every merchant in New York, who saw his 
shoes in a cancellation window, would ask for an 
injunction order to be issued by the courts, the racket 
would die a-borning. 

Two organizations, having a pride in their name, 
have gone to the courts and obtained injunction orders 
enjoining and restraining the defendants, their agents, 
servants, employees, associates, representatives, stock- 
holders and directors from: 

1. Either directly or indirectly using, manufacturing, 
selling, disposing of and/or displaying or distribut- 
ing shoes, slippers, rubbers and kindred products 
bearing the stamp, impress, | brand, label or carton 
containing the name ‘ ’ an d/or “ Shoe” 
in any shape, manner, form, character or desig- 
nation whatsoever in connection with the aforesaid ; 

2. From representing either orally or in writing or 
through literature that the shoes, rubbers and/or 
slippers manufactured, sold, disposed of, dis- 
tributed or displayed by, the defendants bearing the 
name “_———” and/or Shoe” are the same 
shoes, rubbers and/or slippers manufactured, pur- 
chased and sold by the plaintiff bearing the name 
aforesaid ; 

3. From exposing to public view and/or displaying 


any and all signs, advertisements, either orally, 
written or printed matter which in any way is 














calculated to and does deceive the public into be- 

lieving that the shoes, rubbers and slippers branded, 

stamped, impressed or labelled “————” and/or 

Shoe” manufactured, sold, displayed and/or 
distributed by the defendants are the same as that 
purchased and sold by the plaintiff bearing the 
aforesaid stamp, impress, brand or label ; 

4. From exposing to public view cartons, signs, labels 
or any and all matter bearing the name “———” 
and/or ‘ Shoe” in connection with the manu- 
facture, sale or distribution of shoes, rubbers, slip- 
pers and/or kindred products.” 

That order of the court throws the fear of the law 
into the offender. You can rest assured that the shoes 
come out of the window and out of the stock and they 
are under lock and key from that time on until the 
matter has been debated in court. 

It may cost the merchant a bit of trouble, a bit of 
legal expense, and the amount of money that it takes 
to rent a $5000 surety bond; but it is worth more than 
all the trouble and expense because it not only estab- 
lishes a pride in a name but a spirit of resistance to 


misrepresentation. 








This thing is positive—that 
during the period of the restraining injunction, that 
if any one of these stores shows the merchandise bear- 
ing the name or by inference designates that the shoes, 
without the label, have a parentage, then that store 
is going to be hauled in for contempt of court and 
the individual is liable to criminal sentence. Trifling 
with the court in the State of New York is no trivial 
matter and any explanations of ignorance, error and 
inaccuracy meet with the same full weight of the law. 

Another case in New York—with the famous name 
taken in vain—“Jim” instead of “John” or “Tom” 
instead of “Thomas’—and the same due process of 
restraint through injunction prevents continuance of 
that form of misrepresentation. 

There is something to be said for the rekindling of 
obstinacy on the part of merchants who have tolerated 
for too long the little fraudulencies. New York has 
demonstrated its vigorous opposition to the racket of 
paying for protection. 

A new and vigorous spirit of pride in one’s name 
and business is again in the making. 
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February sees the winter sports season at its height and here’s a cue for an effective window if your store is located up north. This 
display was used by the Walk-Over Shoe Store, Lake Placid, N. Y., during the Olympic Winter classics last year 


Put a Big Final Punch in Your 


Clearance 


Windows 


the immediate sales problem - 


that confronts every retail shoe store in America is 
how to dispose quickly of the remainder of its Winter 
merchandise before the opening of the Spring season. 

To solve this problem the great majority of retail 
shoe stores will rely chiefly on the clearance sale, 
which in turn depends for its sales impetus mainly 
upon price. 

There is a very definite consumer psychology with 
reference to clearance sales in general, and conse- 
quently the reaction of any given store’s customers to 
any particular cut price sale can be forecast with a 
high degree of accuracy. 

Practically every store has a certain percentage of 
customers and prospective customers who are desirous 
of buying its merchandise but who are deterred from 
doing so because they are unable or unwilling to pay 
the prices asked. A sale, with price reductions, 
induces immediate action on the part of a certain 
number of these people. 

There are certain other people among the store’s 
clientele who might ‘buy anyway but are speeded up 
by sale publicity plus a price inducement. These, 


Brightly Colored Trims, Brilliant Light- 
ing, Novel Effects Needed to Get 
Attention When Price Appeal Palls 


vvv 


likewise, tend to respond to the first announcement 
of a clearance. It is from these two groups of peo- 
ple that the initial response to any reduced price sale 
will come. Obviously, however, both groups are 
limited very definitely as to numbers, and when these 
potential customers have been sold, the sale tends 
automatically to slow up. 

This sale theory tends to square with the actual 
experience of most retailers, who find that even when 
a sale is successful and starts “with a bang,” the busi- 
ness soon begins to taper off and the tapering process 
continues progressively, so that the longer the sale 
continues, the weaker the response tends to become, 

Assuming that the shoe sale was started soon after 
Christmas, the chances are that by now it has reached 
the stage in which the initial impetus is spent, and 
still the store has many. pairs of Winter shoes to dis- 
pose of. Moreover, the Spring season is still some 
weeks distant. So the merchant faces the problem 
of injecting a new stimulus into the sale, of admin- 
istering a powerful “shot in the arm” to stir his lag- 
ging clearance into renewed life and action. 

Séme stores follow the policy of announcing a 
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longest wearing sport sole 
and heel . . . slip-proof, 
water-proof. 


Stock No. 312, made 
of Gallun’s No. 39 
Calf, Moccasin 
Blucher, Fore Last, 
$3.25. 


Bob Smart Shoe Co. 
Milwaukee, Wisconsin. 


SHOE ILLUSTRATED 
COURTESY OF 
Descriptive size and 
price circular sent on 
request, 


NATIONALLY 
ADVERTISED 
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or the Sport Shoe Season 
one of your surest “bets” for increasing your patron- 
age and your volume of business is to have one of 
your golf numbers carry the GRO-CORD Cushioned 
Spike Sole. Just to show it in your window trims 
will pull in many a sale for you and give your cus- 
tomers something new to talk about and show out 
on the links. 





SOUNDS THE 
For rigid stance, it is ideal. The metal spikes are —“£ 


cushioned in the famous Gro-Cord construction; MARCH OF PROGRESS 
therefore, doubly effective on dewy or wet fairways, Two onuee masons 
being, of course, waterproof. 











Just as with other types of Gro-Cord soles, the Gro- Write for this striking 
Cord Spike Sole is featured by nationally known demain oe tak 
° ° ° ° ‘ s' 

lines of footwear due to their uniform quality of Genent Goget Shuse ter 
highest er ade. the coming spring and 

summer. 

You insure yourself a greater volume of profitable Bob Smart Shoe Co. 
business when you insist upon your shoes coming Milwaukee, Wisconsin. 


with Gro-Cord Soles and heels. 


THE LIMA CORD SOLE AND HEEL CO. 


LIMA, OHIO 
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further slash in prices at this period, but it is doubtful 
whether even such a drastic remedy as this can put 
the patient on his feet if there is not some further 
kind of stimulus of a different nature entirely. The 
point is that the price bolt has been shot already, that 
the customers who are presumably to be appealed to 
through price have already been sold and that some- 
thing must be done to bring a new group of customers, 
who may be sensitive to a different kind of sales 
appeal, into the store. 

Windows and advertising are the logical weapons, 
but the question is how to use them with a maximum 
degree of effectiveness. For the majority of stores 
we believe that at this stage in the clearance sale 
period a judicious use of the spectacular is indicated. 
This applies to advertising and all forms of promo- 
tion, but especially to windows. For the last, pow- 
erful sales push, color, illumination, the dramatized 
appeal of the spectacular should all be brought into 
play and focused on the main objective of selling to 
reinforce and amplify the price appeal. 

Consider for a moment how effectively the movies 
are doing this very thing. Due to economic condi- 
tions, the motion picture palaces of most of our large 
cities have found it necessary to reduce their prices 
of admission and sometimes to reduce them more 
For a time the lowered admissions were 
But eventu- 


than once. 
successful in producing extra business. 
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A novel Southern footwear window used by Andrew Geller, 
New York 


ally this weapon lost its edge, and the movie men 

went in for display on a large and lurid scale. 
In front of the artistic exteriors of theaters, color- 
ful decorations, posters, billboards, enlarged repro- 
[TURN TO PAGE 68, PLEASE] 


You can add materially to the sales of profitable accessories in your store if you give them a prominent place in your window displays 





Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 28, 1933 


I. H. MORSE SHOE STORES, Inc. 


J. R. LIBBY SHOE DEPT. 20m CENTURY SHOE STORE 
LOWELL, MASS. 





PORTLAND. MAINE 


MAIN OFFICE 
papier <r WALK-OVER SHOE STORE 
se a 20TH CENTURY SHOE STORE ee 
uA " . 86 MERRIMACK STREET 


or Saas NEW IDEA SHOE STORE 


MANCHESTER, N. H. 
BRISTOL SHOE STORE ; ADDRESS REPLY TO 88 Merr imack st ® 3 HUTMACHER SHOE STORE 
MEW BEDFORD, MASS. Lowell, Mass., WALTHAM, MASS. 


November 25, 1932 








CHERRY & CO. SHOE DEPT. 
NEW BEDFORD. MASS. 





Dunn & Mc Carthy, Inc. 
Auburn, New York. 


Attention of Mr. Buford H. Jones. 
Gentlemen: 
I want to take this opportunity to thank you, 


and express my appreciation and amazement at your 
wonderful organization. 


over the phone, Thursday, Nov. 17th, 
pairs of Enna Jettick Shoes to be 
shipped to the Enna Jettick Boot Shop, Pawtucket, Rh. I. 


I arrived at the store the next day, Friday 
on, about 12:10 and the American Express Company were 
delivering pairs of shoes on the order that was 
telephoned hardly twenty hours, 


Again thanking you. 


Yours very truly, 


I. H. MORSE SHOE STORES, INC. 


WE. Wood. 


William E. Wood, Vice-President. 
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JY, OK Lf. Shoe 
GENERATES 


| Your sales force can sell them if you have 




















. . « « itis not a lack of salesmanship... it is 





Just shoes will not bring new faces into your establishment. 





Atmosphere—background—a shoe that will arouse the interest 






—-excite the curiosity—and bring action is what is needed. 






Pretty shoes, price shoes, promotion shoes, bootleg shoes 


and anonymous shoes have not produced profits nor a satis- 






factory business in any respect. 






The M. W. Locke shoe will not only produce profits and a 
satisfactory trade but it will bring new faces into your store. 






“Price” did not succeed—the mere shout of “quality” will do 


no better—the sensational M. W. Locke shoe will give your 





business the “glamour” to compete with other items of wear- 






ing apparel and “just shoes”. 

















To insure Quality, Fit, Style and Production 





THE JULIAN & KOKENGE CO., Columbus, O. 


Yor euro Oe 
manufacture women’s MM. IF. Locke Shoes, and AND APPROVED BY 


FIELD and FLINT CO., Brockton, Massachusetts D R M W. LOCKE 


manufacture the men’s M. W. Locke Shoes WILLIAMSBURG,ONT. CANADA 
; TRADE MARK 


MADE IN U.S.A. 
The only shoe DESIGNED and APPROVED by DR. M.- W. LOCKE of Williamsburg, Ontario, (Canada 
When writing advertisers please mention Boot and Shoe Recorder 
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ENTHUSIASM 


the shoe that will bring them into your store 


a lack of profitable customers. 


Salesmanship and store service cannot function until the cus- 


tomer comes into your store. 
What have you to offer that will bring them in? 


What have you to offer that will assure you a good profit 


on each sale made? 


What have you to offer that will be so good that it will be 
the “talk of the town’—that will stamp you as a live wire, 


as a quality merchant with a professional viewpoint? 
The answer to all of the above is the M. W. Locke shoe. 


The management of profitable shoe and department stores 
know a “best seller” when they see one. That explains 
why these fine stores have sought the official distributorship 
of the M. W. Locke shoe. 


THE LOCKWEDGE SHOE CORPORATION 


of America, Inc, SUITE 1018-1019 BEGGS BUILDING, COLUMBUS, OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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SESTHA 
Black Kidskin Trim- 
Rajah Liz 


med with a 
x and Perlustre 
133 Last 14/8 Heel 













MARSHALL, MEADOWS § & 


OF AUBURN h 


Standardize on Rl 


In their MARSHALAISE Shoes this firm of 
young shoemen have developed a line of fash- 





ion welts particularly adapted to women much 





Standardize on ouuuuonin. 


Cans Br ah On A salient feature of these shoes is their new 
. principle heel, illustrated and described here- é 







with. 

Special attention is given also to the ma- . 
terials and workmanship of these shoes which J 
are “made to be remembered” when another “ 






pair is needed. 
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LUCILLE INA 
1115 1007 
Grows ie + Per- Bleek Kienke Ee 
justre med w er 
133 Last ! 78 Heel 133 Last 14/8 Heel 


“It gives us a most satisfactory looking shoe” 


“The leather is mellow and carries good weight so that in the 
finished shoe it is soft like a glove—yet with sufficient body 
to give it good wearing qualities” 


COLL ESR 


Black Kidskin Trim- 
med with Black Cal- 


cutta 
141 Last 





& STEWART, INC. 


NEW YORK 


RUBY KID 


MARSHALAISE Shoes are most modernly 
styled and in addition the firm produces a long 
line of sportswear shoes. 


Black Kid is the leather which they use in 
greatest volume, and we offer as significant the 
fact that for three years past RUBY KID has 


continuously remained their standard. 


JOHN R. EVANS & CO. AMON 


BOSTON ST. LOUIS CINCINNATI MILWAUKEE 


Lizard 
15/8 Heel 


“It’s all in the Heel” say Mar- 
shall, Meadows & Stewart in 
presenting the MARSHAL- 
AISE Shoe emphasizing these 
four major points of benefit to 
the wearer: 


1. The extended 
heel gives more — 
actual treadin 
service withou 
sacrifice in style. 

- The extended 
heel shortens the 

between 
heel breast and 
ball by 25%, 
thereby  lessen- 
Ing strain on the 
arch, 

- The extended 
heel principle 
makes for better 
weight distribu- 
tign, thus rellev- 
ing the arches 
of strain. 

. The extended 
heel isdesigned to 
give better con- 
trol of the heel, 
thus reducing 
turning of the 
ankle and run- 
ning over of the 
heel. 


Four of the seven styles 
stocked in black kid in the 
“MARSHALAISE” line are 
shown herewith. Numerous 
other styles in “MARSHAL- 
AISE” and Sportswear types are 
included in their stock service. 


When writing advertisers please mention Boot and Shoe Recorder 
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Southwestern Merchants to Meet 
in Fort Worth 


Reservations from Manufacturers and Retail Shoe 

Men Point toa Well Attended Session when Texas 

and Oklahoma Merchants Meet with Southwestern 
Shoe Travelers, February 6, 7, and 8 


PAsssittiinies: was made 
this week by Dave L. Tandy, gen- 
eral chairman of the convention 
committee of the Texas Shoe Re- 
tailers Association, Oklahoma Shoe 
Retailers Association and _ the 
Southwestern Shoe Travelers As- 
sociation that reservations both 
from manufacturers and_ retail 
shoe men indicate that the 1933 
meeting will be one of the out- 
standing gatherings of their or- 
ganization. 

The convention will be held in 
Fort Worth, Texas, on February 
6, 7, and 8, in the Texas Hotel, 
where a program of educational 
meetings and conferences have 
been arranged. Leading manufac- 
turers have already signified their 
interest by having their full lines 
of Spring footwear on display. 

This convention has always been 
one of especial importance to 
manufacturers, as many of the 
merchants attend to buy their 
Easter footwear. The convenience 
of its location makes it ideal for 
the shoe men of the Empire of 
the Southwest to be present, as 
no long distance train rides are 
necessary to reach a center where 
a wide variety of lines are spread. 
Buying and placing of orders in 
the past have been of exceptional 
volume and each year an increase 
in the lines represented indicates 
the value of this meeting. 

The noon-day educational lunch- 
eon meetings include outstanding 
speakers in retailing and manufac- 
turing, together with leaders in 
banking and industry. Following 
the large meetings a number of 


round table discussions take place. 


Here the intimate problems of the 
merchant are discussed. 


Invitations have been extended 
to retail merchants in Mississippi, 
Louisiana, Oklahoma and New 
Mexico to attend the convention, 
and registration from these states 
is expected to swell the numbers of 
merchants to higher proportions 
than at past conventions. 

The following is a list of com- 
mittees organized to function at 
the convention. 

Executive Committee—Dave L. 
Tandy, General Chairman ; Walter 
Taylor, W. A. Harris, John Ashe, 
C. C. Patterson, and D. W. Carlton. 

Program Committee — Walter 
Taylor, Chairman. 

Registration and Ticket Com- 
mittee—D. M. Taylor, Chairman ; 
L. Townley, John Ashe, Earl Jus- 
tin, and John Volmer. 

Entertainment Committee—Glen 
Tones, Chairman; R. M. Davidson, 
H. Silverton, Gus Daniel, and A. 
Hesselson. 

Stunt Night Committee — Gus 
Daniel, Chairman. 

Modeling Committee—A. Hes- 
selson, Chairman. 

Luncheon Committee—Monday : 
Dave Tandy, General Chairman, 
1933 Shoe Show. Tuesday: W. A. 
Harris, President, Texas Shoe Re- 
tailers Association, Wednesday: 
Glen Jones, Chairman, Entertain- 
ment Committee, 1933 Shoe Show. 

Ladies Reception and Entertain- 
ment Committee — Mrs. Oscar 
Senter, General Chairman; Mrs. 
Robert Logan, Monday Program 
Chairman; Mrs. Dave Tandy, 
Tuesday Program Chairman, and 
Mrs. Walter Taylor, Wednesday 
Program Chairman. 

Reception Committee —Sam 
Justin, R. E. Crawford, France 
McKee, and George White. 


W. A. HARRIS 


President Texas Shoe Retailers Association 


Among the outstanding persons 
prominent in the trade who will 
make talks at different meetings 
are James H. Stone, of Chicago, 
manager of the National Shoe Ke- 
tailers Association; Buford H. 
Jones, vice-president of Dunn & 
McCarthy, Auburn, N. Y.; George 
E. Gayou, associate editor of Boot 
and Shoe Recorder, New York; 
Miss Elizabeth Ambrose and Fra- 
ser M. Moffatt, both of New York 
City. 
In addition to the speakers men- 
tioned, F. J. Nichols, of Dayton, 
Ohio, is scheduled for an address. 
He appeared on the program of 
the recent national shoe retailers 
convention and many members of 
the Retail Credit Association are 
expected to hear his talk, as : Mr. 
Nichols has appeared on several 
programs of the National Retail 
Credit Merchants Association. 
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Restore Buying 


David S. Josephson Talks Plain Lan- 
guage to Middle Atlantic Shoe Mer- 


Ste p to Recovery a in Convention at Baltimore 


Preceded by a directors meeting 
on Sunday, at which the final arrangements were 
made, the nineteenth annual business meeting and 
exhibition of the Middle Atlantic Shoe Retailers Asso- 
ciation got off to what might be aptly called a flying 
start on Monday, January 23d, at the Lord Baltimore 
Hotel in Baltimore. 

It was somewhat out of the ordinary to find that 
all of the shoe displays, of which there were a larger 
number than marked the meeting last year, were ready 
for inspection at the time of the opening of the con- 
vention. All of Sunday members of the different 
branches of the industry, including manufacturers and 
their representatives, wholesalers and retailers, were 
converging on Baltimore, with the result that before 
noon on Monday over four hundred registrations were 
recorded and this number was steadily increasing in 
such a manner as to indicate that the registration for 
the convention would reach the thousand estimate of 
the officers of the organization. 

Another feature in connection with the registration 
that seemed worthy of note was the fact that the 
showing of attendance from the southern section of 
the territory of the M.A.S.R.A. was much greater 
than was true at the last convention. This was taken 
to mean that Baltimore is regarded as the most north- 
erly of the southern cities, with the result that the 
Virginia, Maryland and adjacent territory contributed 
larger delegations. But there were many merchants 
from the other states that are the association field, 
and so the attendance may be truly regarded as repre- 
sentative. In view of the general condition of busi- 
ness, this showing was highly gratifying to all con- 
cerned. 

As always, the sample displays embraced a wide 
range of types, styles and grades in men’s, women’s 
and children’s classes, and from the reports gathered 
from the exhibitors, the interest in these displays was 
pronounced. The arrangement of the business pro- 
gram gave ample opportunity for the retail visitors to 
inspect, study and compare and, if they so elected, to 
buy. The opening session was held in the morning 
and adjourned at lunch time, and the meetings of the 
two succeeding days were luncheon meetings, leaving 
mornings and the later afternoons of both days open 
for the inspection of lines. 

While it is true that renewing old friendships, 


making new contacts, having a good time at the social 
and entertainment features of a convention, and get- 
ting in touch with the newest development in mer- 
chandise as shown in the displays, constitute no small 
part of the usefulness of these gatherings, the M.A. 
S.R.A. has always been noted for a close attention 
and a representative attendance at the formal sched- 
uled meetings and the present meeting proved no 
exception to this rule. The meetings were well 
attended, the various speakers were given close atten- 
tion and the general discussion which followed the 
formal addresses and papers in every case was keen, 
pertinent, and enlightening. 

Briefly stated, it was the opinion generally expressed 
by those who were there that the Baltimore conven- 
tion contributed in no small degree to the clearing of 
problems, the advancing of knowledge and the visual- 
izing of style and merchandising trends. 


I. was a little later than the 
scheduled hour, 10:30, when the first meeting con- 
vened on Monday, but not enough later to cause any 
compressing of the program. Called to order by 
Henry E. Weyman, the meeting was turned over to 
George Hess, Jr., of Baltimore, who, after welcom- 
ing those in attendance to Baltimore, called upon 
S. Taggert Steel, Jr., a prominent Baltimore divine, 
for the invocation. 

The first speaker of the day was Theodore R. 
McKeldin, secretary to Mayor Broening, whose topic 
“Faith in 1933,” gave opportunity for an inspirational 
address that was vigorously applauded. Mr. McKeldin 
drew upon the past as an indication for the future. He 
showed how it was always natural in times of depres- 
sion to express hopelessness for the future and drew 
examples of this from the writings of both Lincoln 
and Napoleon, who, as young men, saw nothing ahead 
for themselves. Yet the march of events proved the 
error of their thinking, as it has proved the error of 
mass thinking in times like the present upon the out- 
look for the future. He concluded his remarks with 
the reading of a letter from Roger Babson, who looks 
forward to better conditions during the present year. 

Following Mr. McKeldin on the program was the 
annual message of President David S. Josephson, of 
Trenton, who presented a searching analysis of pres- 
ent conditions, together with recommendations for 











3s 


improvement. Mr. Josephson said in part: 

“With twelve million unemployed and many work- 
ing part time we have something to think about. With 
wages for 1932 at 48 per cent at what it was in 1928, 
the shoe business cannot be normal, not any more than 
the steel business, the building business, railroads or 
banks can be normal. 

“It is estimated that the total volume of retail 
business in 1932 totaled only thirty-one billion dollars 
as compared with fifty billion dollars in 1929. 

“The per capita consumption of shoes dropped to 
about 24 pairs from about three pairs in 1929. The 
exact figures now available show per capita consump- 
tion of shoes from 2.93 in 1929 to 2.44 in 1932, but 
the figures in 1932 did not take into consideration the 
growing population which would bring the figures 
down to about 2% pairs per capita. : 


Earning Power First Essential 


“I think we are all agreed that the most important 
problem now facing this country is the purchasing 
power of the masses. We cannot have good business 
without jobs. There can be no purchasing power 
without earning power. The wages of American 
workmen combined, have declined by 44 per cent even 
when measured in purchasing power in 1929. 

“How are we going to solve these problems? By a 
lot of ballyhoo, or by facing facts? Opening the new 
year there are as usual a host of misleading statements 
from persons of official prominence in banking, busi- 
ness and public life. Their object is to express con- 
fidence in the country, refrain selling the United 
States short, produce a good ‘psychological impres- 
sion’ and otherwise encourage the belief that ‘all is 
for the best, in the best of all possible worlds.’ This 
sort of ‘twaddle’ and ‘bunk’ has failed of its object 
and it will fail again this year. . 

“The year 1933 must bring forth something more 
statesmanlike than the past three years. The face 
creams and tonics will no longer work. We shall have 
to dig in, to remove the tumors and cancers and cysts. 

“Our next president can appear as a miracle man 
by doing no more than putting into practice and opera- 
tion the remedies which are as obvious as the moun- 
tains on the moon. 

“Now, you will say, I have done a lot of criticising. 
What have I to offer in the way of a remedy? 


Courage and Imagination Needed 


“Gentlemen, if we as American citizens will recog- 
nize the truth about our dilemma and become articulate 
enough to express the truth clearly and intelligently 
we will pass out of the woods of confusion and be- 
wilderment into the light of a brighter and happier 
future. Our whole problem of economics is centered 
around the goal of putting more purchasing power 
into the hands of the consuming public, who must be 
able to buy again before the factories and farmers 
can sell. 

Mr. Josephson quoted extensively from Dr. Charles 
Austin Beard’s volume, “A Charter for Social Sci- 
ences,” to indicate some concrete undertakings to 
improve existing conditions. He continued: 

“Industry is, was and always will be the foundation 
of life from an economic standpoint. Its preservation 
and stimulation represent our only hope.. If our people 
were to work, there would be nothing to fear. What 
put them to work in the first place, or kept them at 

work through the years? Was it fear, playing safe 
or taking advice from expert accountants? 

“It was not. Courage and imagination created 
American prosperity, and they are the only qualities 
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that can restore it. Do you think the railroad builders, 
the iron-masters, the automobile pioneers, the develop- 
ers of electricity and promoters of the telephone 
figured the business out before they started? Do you 
think they were sure of where they, would land? 
This country was built by men and women who dared 
to take a chance, and it can only be maintained by the 
same kind. 

“Gentlemen, our + assets have shrunk in the past 
three years, no matter what kind of assets we had, but 
I honestly believe that what we lost in assets we have 
gained in experience. I believe that we are better 
qualified today than ever before because of the trials 
that tried our souls. We have found a new sense of 
values, we have all graduated from the bitter school 
of experience and I earnestly believe that we are much 
better qualified in every way to be better merchants, 
better citizens, better men and women, but we must 
profit by our past experiences. 

“Gentlemen, this country is still a going concern, 
in the worst year of our business since 1893 the 
American people consumed over 300 million pairs of 
shoes. It is reasonable to believe that at least the 
same number of pairs will be consumed this year. 

“Tt will take thousands to do the job. 

“Let us do it with a profit to ourselves and the 
satisfaction of those we serve.” 


Symposium on Style Trends 

The most important feature and the concluding one 
of the Monday meeting was a general symposium on 
style and style trends, presented by a group of style 
authorities under the direction of Miss Hilda Rau of 
Robert H. Foerderer, and including Miss Elizabeth 
Penrose of Vogue, Miss Ruth Kerr of the Calf Tan- 
ners Association, and Miss Helen Morgan of Amal- 
gamated Leather. 

Of this group, Miss Penrose was the first speaker 
who made comment upon the changed silhouette for 
Spring with its straight, loose lines, its box coat and 
high neck line which call for higher cut shoes. To 
illustrate this, she dispayed a chart of four shoe types, 
the first of which was of the oxford family; the sec- 
ond what she termed an oxford pump, with a strap 
but a high quarter, a T strap sandal, but with the 
strap very wide, and a rather high-cut step-in. 

All of these shoes show a trend toward the round 
toe and straighter heels. Going to the subject of 
color, Miss Penrose said that the black and brown 
may be safely regarded as staples, but the problems 
are presented by beige and gray. 

Miss Kerr drew attention to the fact that the mer- 
chant must watch all grades for style, since this elusive 
factor is no longer confined to the higher grades only. 
It is not alone that the masses have become style 
minded, but the style minded have by necessity come 
into the volume price brackets for their footwear. 

Miss Morgan commented upon the interest in gray 
shown at Chicago and made comment on the choice of 
words in selling kid shoes to men. The average man, 
she said, objects to a kid shoe because he regards it 
as an old man’s shoe, but he has no objection to buying 
or wearing a goatskin shoe. 

[TURN TO PAGE 50, PLEASE] 
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BLACK AND WHITE 
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WHITE ELKO 
OR DEERSKIN- 


In the coming season, smart sport= 








footwear — white in combination — 


must do dutv as well as look smart. 


The white leathers must not only 
have the fine. durable qualities of 
cood sports leathers — they must be 
especially a permanent. clean white 
which can be quickly restored to 
original crispness after the abuse of 


active service. 


Elko and Deerskin are ideal for the 
black and white, and brown and white 
combinations. Your customers will 
: 
marvel at their long style-life under 


the trying conditions of field service. 









WLI @ NOWESCO @ KITCHENER @ SMOOTH SIDES 








RUSSIDE @ BROGUE @ SOOTAN @ ELK SIDES 
NORTHWESTERN LEATHER COMPANY TRUST «© BOSTON 
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“Tlow can I make 









Vs 


Wise 


Cooperative 







€ Here's the Answer — 


It will interest every shoe retailer with 
vision, foresight and ambition — who 
wants to increase his profits AT ONCE! 


HERE’S no mystery about this new selling plan 
| orem is sweeping the shoe trade! It is a logical 
development of the times. It was created to meet the 
demands of the independent retailers who realize that 
haphazard shoe merchandising went out—when the 
depression set in! 

In fact, the depression has simply speeded up the 
tendency in the shoe business to eliminate the weak 
sisters—to compel efficient store operation—to force 
greater savings all along the line. 

The smart retailer knows that on the small quantity 
of shoes that he buys there must be included the trav- 
elling expenses, salaries, and other overhead that is in- 
volved in making the sale to him. This overhead is 
duplicated in selling other. small retailers. 

Chain stores do not pay these extra costs. The Wise 
Shoe Company, for instance, buys direct, in large. vol- 
ume. Wise dictates the style and manufacture. Wise 
buys for less—and gives customers better values than 
the small operator. 

The Wise Co-operative Shoe Retailers, Inc. is simply 
a voluntary chain system under direct guidance of Wise 
Shoe Company. Instead of operating alone—you com- 
bine with Wise and other independent retailers to get 
every advantage of chain systems in lower prices, 


in better quality, faster styling and more efficient 
operating. 


You Pay Less for Better Quality | 


Doesn’t it stand to reason that if Wise buys 1,000,000 
pairs of shoes a year its prices are less than on the quan- 
tity a one-man store can buy? Even if you buy only 
eighteen pairs of a style, you can, under this plan, buy 
for less—and get better quality, too. On the same 
mark-up that the chains get—you can give the women 
of your city better values than you’ve ever given before. 
How can you make money quicker than by giving better 
quality at lower prices than your competitor gives? 

This co-operative buying includes Hosiery, too — 
which you buy at prices almost unbelievable to the 
small retailer. You can compete with even the depart- 
ment stores. Wise shows you how to build a profitable 
hosiery volume. 

Rubbers, Arctics, Findings, etc., you also buy at 
lower prices, because of group purchasing. 


Swifter, More Scientific Styling | 


As a member of this Co-operative group you neither 
guess at style nor take what any manufacturer offers 


WISE COOPERATIVE SHOE RETAILERS 
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more money by joining thisnew 
Chain System?” 


you. Your styles are original—yet correct. No one else 
in town—chain or independent—will have such smart 
styles. Wise has its own staff which selects and creates 
new styles from Fifth Avenue and Paris style sources. 

You buy at the same time and from the same fac- 
tories that Wise buys. You choose from the identical 
styles that Wise shows in its own retail stores. You 
can have more new styles—faster—than any other store 
in town. And with very little risk. 


Windows that Sell — and Advertising 
that Pulls ! 


Your windows are your greatest sales force! Yet the 
independent can neither afford the time nor the money 
to make them 100% efficient. The Wise Shoe Company 
spends thousands of dollars on sales-making window 
displays. 

Under this Co-operative plan Wise Window Display 
Experts are at your service. All the Wise Display Ma- 
terial is offered to you. Increased business from your 
windows is yours with little extra effort. 

Advertising, too, is prepared for you by the Wise 
Shoe Experts who prepare special ads for the Co-oper- 
ative group. Operating one individual store you 
couldn’t afford to pay for this ability. 


The Wise Name is Yours! 


Millions have been spent advertising the Wise Shoe 
name. It is valuable property. Money will continue 
to be spent in promoting the Wise name on shoes. This 
Wise name is exclusively yours in your city. Neither 
Wise nor any other retailer will ever compete with you. 
You build business and profits that are permanent. 


A “New Deal” in Shoe Retailing 


Retail profits cannot be made today on guess work and 
rule-of-thumb operation. Every member of this Wise 
voluntary chain group is shown the scientific methods 
by which Wise runs its own stores. A Wise executive 
gives his personal time to showing each member how 
to get bigger turnover on small stock; how to control 
inventory; how to buy with fewer mistakes; how to use 


the money-saving, money-making systems developed 
by the big chains. 

This information and guidance in itself is worth 
thousands of dollars to a retailer. Yet— Wise has noth- 
ing to sell. You do not pay Wise anything. 


Write us NOW — if you're interested 


Drop us a line and we'll be glad to give you all the 
details either by mail—or in person. Only one retailer 
in each city can be accepted. But that one will quickly 
rise to a dominating position in the shoe business of his 
town. He'll have the spiritual and physical strength of 
a tremendous Co-operative group back of him. He'll 
have the courage and the power to face 1933 with less 
fear—and with more certainty. He'll make money. 
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@ You Get Faster, Better Selling 
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get Higher Turnover 
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Accessories 


® Your Advertising Prepared by Spe- 
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@ Your Window Displays Designed by 
Experts 


®@ Complete Help by Wise Shoe Exec- 
utives 
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pairs, so far, and we are stocking more, 
re-buying on them. 

Mr. Robbins: How about pigskin in 
gray—sport shoes? I have seen some 
samples in sandals with wide front 
strap. 

Chairman Mittelman: How do they 
look? 

Mr. Robbins: Very nice. 

Mr. Tove (New York City): I might 
contribute this: I made an analysis of 
the sales from November 15th to Decem- 
ber 31st of five leading New York 
manufacturers, principally of better 
grade shoes, and of the total orders in 
hand gray amounted to only about ten 
per cent. Of that, gray kid was about 
seventy-five per cent; gray suede 
twenty-five per cent. 

Miss Nichols: From my own observa- 
tion, I think the retailers can profitably 
promote gray this season—the first time 
since 1921. To date we have sold a 
million feet of gray kid and we have 
sold many hundreds of feet of gray 
suede. 

They have gone into all lines, and I 
can’t very well give you percentages 
because we are getting more than our 
share of business. But I should say that 
gray will drop off during the next few 
weeks, during the bad weather, the 
really bad weather, but will come right 
back because in ready-to-wear shades 
of gray are very important—the dusty 
pastels, light pinks, light blues that are 
slightly grayed over. They combine so 
beautifully with gray so that gray this 
year really has a double duty, this beige- 
gray that we have. It is very neutral 
and very becoming, and for that reason 
I think before Easter, six weeks before 
Easter, gray will reach its peak, and 
there will be weeks when no doubt it 
will reach as high as fifteen per cent. 
But for the season I wouldn’t like to go 
on record as its being more than about 
eight per cent of total sales. 

Chairman Mittelman: How late would 
you think gray would hold out after 
Easter? 

Miss Nichols: I don’t think it will 
hold out after Easter at all. 

Chairman Mittelman: You think 
Easter will be the peak? 

Miss Nichols: Yes. Of course that 
gives you another opportunity to pro- 
mote patent leathers in the six weeks 
just before Easter, with gray costumes. 
It is very smart. That is also an extra 
shoe. 

SUNRUST, the other high style 
recommendation on the Spring Color 
Card, next came up for discussion— 
with Miss Kerr of the Calf Tanners 
stating the case for this novelty shade. 

Miss Ruth H. Kerr: We are selling 
what would amount to only three per 
cent of total production of Sunrust, but 


[CONTINUED FROM PAGE 21] 


sidering that Sunrust is a very limited 
color. The new way of using Sunrust 
this year is in combination with white, 
and the importance of gray costumes 
has also made Sunrust more important 
as a high light color. 

There are three or four leading 
bootiers in Paris showing Sunrust again 
this Spring and there are several retail- 
ers in New York who have already 
bought the color in all leather shoes, 
perforated through with leather linings 
throughout, or in semi-tailored models 
—the kind we sometimes call “town 
trotters” because they are half swagger 
and half tailored shoes. Town trotter 
models usually carry seventeen-eighths 
to nineteen-eighths Cuban or con- 
tinental heels. They are definitely walk- 
ing types and serve somewhat the same 
purpose as the swagger brown shoe. 

There are bag leathers available in 
this same shade of Sunrust. It is a 
limited color but it can be promoted in 
this way: with gray, with navy blue, 
with oxford gray, with various shades 
of knit woolens and novelty woolens in 
tweeds that have a rusty character. 

If you know the color card situation 
from the textile color card viewpoint, 
you will note that there are quite a 
number of colors in that same family 
which receive an accent quality with 
this color, Sunrust. When it is used on 
white, sunrust is to be worn with an 
all-white costume, possibly with a belt 
and with a hat of the same color, and 
a scarf that carries out that same color 
combination of the white and the sun- 
rust. I have seen a very unusual shoe 
combining gray with sunrust but I 
would not advise it because that is too 
drastic. 

And so to the beiges and browns. The 
relative merits and uses of the three 
lighter colors—Corosan, Chaff and 
Fawn Brown—simmer down to this: as 
a Spring color Chaff is at its best in the 
South and will go down as white comes 
up; Chaff and Fawn Brown are for 
early season promotion or for combina- 
tions. Fawn Brown also has possibili- 
ties as a newer, lighter interpretation 
of the brown shoe. Indies ranks as an oc- 
casional, high style accent color; 
Swagger Brown as a sports and tailored 
shade. 

Miss Ambrose: From the tanners’ 
point of view there is a great question 
right now. So far we have all done a 
good business on chaff. Now the South- 
ern people are beginning to switch to 
corosan. The Northern people, on the 
other hand, have not as yet bought any 
of their beiges. What we would all 
love to know is whether they are going 
to buy their medium shades such as 
chaff or fawn brown or whether they 
are going to skip those and jump to 





that is rather a large proportion, con- 





corosan. If we could find that out, it 
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would be a very good thing for us. Can 
we have an expression? 


Miss Cornelius: I think the very light 
shade would be a substitute for white 
with some people, and that because of 
that I think they will jump to a darker 
tone and leave out the intermediate 
one. 

Chairman Mittelman: What do you 
think, Miss Kerr? 

Miss Kerr: There was a great need 
for a combination shoe this year, which 
was neither an all-over beige shoe nor 
the kind of beige shoe we had in the 
past (trimmed with little jewel-like bits 
of brown leather). This second shade, 
Chaff, which was taken from the best 
selling beige shade in this country in 
both woolens and silks from last year— 
not a new color this year but new in 
leather—was chosen because it can be 
made in combination shoes. 

There has been a great deal of dis- 
cussion about the all-over beige shoe 
for early season wear. We feel that 
even in the South (and we have made 
a prediction that it would come true 
and we have already seen retailers 
buying it) there will be a good demand 
for a shoe that combines Chaff beige 
with brown or black—principally with 
brown, in half and half or 40/60 com- 
bination. This is a shoe with just as 
many uses as a neutral beige shoe. And 
in addition it has a new high fashion 
interest because it makes the windows 
look fresher and newer. 

That means that the vamp of the shoe 
is in the dark leather and the quarter 
is in the light leather and the heel is 
very often dark. It is a perfectly prac- 
tical shoe to wear in February or 
March when we haven’t been able to 
sell beige before. We have sold that 
shade in calf skin and we have also sold 
it in suede. 

Miss Cornelius: I think you are 
right when you talk of the combina- 
tions, Miss Kerr. I really wasn’t think- 
ing in terms of combined tones. 

Miss Kerr: That has brought the 
percentage up on that color. 

Chairman Mittelman: May we hear 
something more about this subject? 

R. G. Shroeder: The question in my 
mind is whether corosan is going to 
stop selling when white starts, or 
whether they will go through together. 

Chairman Mittelman: As an over-all 
shoe or a combination? 


Mr. Shroeder: As an all-over shoe. 


Miss Rhea Nichols: Don’t you think, 
Mr. Mittelman, that there will be sev- 
eral weeks, especially in the East, when 
corosan and white will overlap? Don’t 
you also think, from a retailing point 
of view, that on account of them both 





being so light that you can’t have both 
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equally as good? In other words, when 
white comes in, beige must go down. 
There will be some weeks when they 
will overlap. 

From a tanning point of view, we 
sold Chaff purely as a “mama” color, 
but I do think that there is a chance for 
the combination shoe. The thing I be- 
lieve we should not overlook from a re- 
tailing point of view is that the life of 
Chaff beige is always shorter than 
Corosan and for that reason it should 
be played with caution, especially in the 
South where the weather gets warm 
very quickly. 

Chairman Mittelman: We will go on 
down to Fawn Brown. Where has Fawn 
Brown a place and what are we doing 
with it? What should we do with it, and 
why? We will ask Miss Nichols to start 
the ball rolling. 

Miss Nichols: It so happens that we 
have sold more fawn brown than any 
other kid tan, but there again we have 
sold it purely as a “mama” color. When 
I say a mama color, I mean for semi- 
corrective and staple shoes. This year 
it has high style significance because 
your new woody browns and dark 
beiges fit into that gamut of color, but 
I have seen very few shoes as high 
style interpretations of this color. How- 
ever, there again that is an _ inter- 
mediate color. It is an excellent color to 
start the season, whether Spring or 
Fall, and the life of that color is neces- 
sarily short. 

Miss Kerr: I agree with Miss Nichols. 
I feel, too, that there is a little bit of 
business in that combination of two 
shades of kid, one in fawn brown or in 
fawn brown suede with beige kid. I have 
seen some very smart shoes that have 
sold that way. 

Chairman Mittelman: Your Chairman 
has seen and bought some very pretty 
shoes along those lines, for smart sell- 


ing. I like it. I hope the customers | 


agree with me. 

Miss Pauline Morgan: I think Fawn 
Brown will give a very fine opportunity 
for merchandising shoes from a new 
standpoint. We have had so many dark 
brown shoes, and of course the high 
style woman still wants the dark brown 
shoe, but the fawn brown can be called 
by a new name. The retailer could 
have a new name for it and combine 
that with chaff. It is perfectly beauti- 
ful combined with chaff beige, and I 
think that the fawn brown shoe has a 
big opportunity for merchandising. 

Miss Nichols: Isn’t it nice to promote 
that as a Spring brown, because it is 
so much lighter than our other brown? 

Chairman Mittelman: As a Spring 
brown? I agree with you. Now we will 
go to Indies Brown. 


Miss Rau: Mr. Mittelman, for Spring 
merchandising there are two distinct 
possibilities, as you all know—either to 
feature the dark accessory or to go into 
your neutral light shades. Under the 
dark accessories, of. course black is out- 
standing. In all the years that all of 
us have been in the shoe and leather 
business, we have realized that black 





is always over sixty per cent of the 
total sales. So this Spring I think again 
black is going to be important. That 
naturally cuts into the brown a little 
bit. 

There is another thing this year that 
I think is going to cut into your volume 
of brown. shoes and that is your blue. 
I think you have to watch them all very 
carefully, inasmuch as you are sure 
your black and your blue are going to be 
pretty strong; you have to watch your 
browns very carefully, especially as the 
beige in a way cuts into the browns a 
little bit. 

On the other hand, Indies brown is 
important in its combination with other 
colors like beiges, for instance, but I 
think I’d be just a little cautious on my 
brown accessories this Spring. 

Miss Cornelius: I think Miss Rau is 
right. Indies brown will sell but it isn’t 
new. Gray is new and some of the 
beiges are new, too. I think that is a 
point to be considered. 

Miss Nichols: I think this year brown 
accessories are distinctly a big city 
fashion. In cities like Detroit and Chi- 
cago you should get a following on 
brown. It will not have the vitality that 
it had last year but I daresay that you 
will sell at least 60 per cent as many 
brown shoes as you sold last year dur- 
ing these few weeks, because you have 
done too much promotion work on brown 
accessories for it to drop off in one 
seagon. 

Chairman Mittelman: Miss Penrose 
might tell us something. 

Miss Elizabeth Penrose (Vogue): On 
the subject of the brown shoe, I think 
there is one thing you ought to consider. 
As the Spring lengthens and we get 
close to resort season, there is one 
group of colors that is going to be ex- 
tremely important. With that group the 
brown accessory is the logical accent. 
I refer to what I am inclined to call the 
nasturtium shades. Yellow and ail its 
associated colors such as orange, rust, 
etc. 

I think you will see a lot of orange 
with gray, a gray suit with an orange 
blouse, a gray suit with a yellow blouse, 
etc., and when you use that accent with 
gray I think you automatically have to 
wear a brown shoe. That is one thing 
that might affect its continued im- 
portance this Spring. 

Chairman Mittelman: Now we will 
go to a discussion of swagger brown. 
What about swagger brown? 

Miss Kerr: Swagger Brown retains 
its same prominence as a high fashion 
color and this year it has had a little 
added impetus because it is being used 
to trim white. The white shoe trimmed 
with swagger brown does look a little 
newer and seems to have a little more 
significance because of these nasturtium. 
and melon shades that are going to be 
used with white, from indications that 
we have seen in the winter resort show- 
ings. 

» We did very well with swagger brown 
last year because it was used for all- 
over shoes. These same types will be 
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important this year:—all-over calf 
models with perforations through, 
leather lining throughout, made in very 
swagger little oxfords, open throat, or 
some novel tie—either a cord lacing or 
some novel type lacing that gives it a 
little snappier look. It is perfectly good 
fashion light shoe and it is also made 
in pigskin in that color. The use of 
swagger brown calf combined with beige 
kid is also very new. 

Miss Penrose: I think I can add very 
little to what Miss Kerr has said about 
the specific importance of swagger 
brown. There are more types of shoes 
than usual among the present collec- 
tions, I believe, that have such a 
swagger characteristic about them. I 
refer particularly to the monk types 
of shoe—a walking shoe that is im- 
portant this year. It has been in some 
time. Another thing that affects the 
fashion for “doggy” or swagger types 
of shoes is the importance of suits this 
Spring. 

Last but not least—the Blues. We 
have said so much in the Recorder about 
the purple casts in blues that we are 
passing briefly over this discussion. Be 
sure to note the important point about 
the effect of electric light on the new 
blue leathers. 

Miss Nichols: I should say that you 
should be cautious about the exact color 
of your blues. Be sure that your navies 
do have a little of the purplish cast. In 
other words, you don’t want the “negro- 
fied” cast, but you do want the distinctly 
purplish cast. 

Miss Rau: I think it is very important 
to see that blue needs no explanation 
under the electric light. The average 
shoe has to be sold under the electric 
light and it takes an additional effort 
if the salesman has to say, “This is 
not a black shoe, Madam; it’s blue.” 

Miss Kerr: Two years ago I made 
some investigation that I think retail- 
ers might be interested in—about this 
effect of electric light and daylight on 
navy blue shoes. If you look at the 
purple blues under a definitely artificial 
light, they are bound to look very dark 
because the minute you put red with it 
and have light thrown on it, it looks 
darker. 

I’d say to all the men and women 
who have to buy shoes that this is the 
most definite problem today about 
blue: Shall we buy the old lighter blue 
which looks blue and vibrant in the 
store? Or shall we buy the blue which 
is right to go with the clothes? I warn 
you that the real purple blue looks 
blacker in the shoe than the old green 
blue. 

Chairman Mittelman: You recom- 
mend that they look at them in the 
daylight? 

Miss Kerr: I do. 

Chairman Mittelman: Speaking from 
experience in buying blue, a great 
many customers like to take them to 
the window. 

Mr. Candee (Indianapolis): May we 
hear from Miss Ambrose on percentage 
of blue? 
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$4.00 shoe in that department, you will never get 
$60,000 or $50,000 or $40,000. I think we are figur- 
ing too many extras on one price. That man can’t 
afford to tie up his money in a $4.00 proposition if he 
has other merchandise. If it is a specialty department 
of $4.00 shoes that is a different story. If he has a 


~ shoe department and is. specializing in $4.00 shoes, 


merchandise, I will say he might hit that figure, but 
where he has other merchandise, he will find that he 
will be well satisfied if he can get $25,000 worth of 
retail business on a $4.00 proposition. 

CHAIRMAN PAULY: I think it is true that 
the department stores get by far a better turnover 
than the exclusive stores for the simple reason that 
they have the promotions. 

Since you have had both experiences, in what way 
do the mark-downs in a department store compare 
with the mark-downs in the exclusive store? 

MR. FLEISHER: They are less in the depart- 
ment store than in the exclusive shoe store for this 
reason: Suppose your store has been running an ad. 
You can use a two by five with a featured ad in it 
and you get enough transit in that sale event to dis- 
pose of the merchandise at a better price. An exclu- 
sive store has to make the ad larger and give more 
attractive prices to bring them in for shoes exclusively 
and the exclusive shoe store has to take a greater 
mark-down than a department in a department store. 
I have been in some good ones. 

CHAIRMAN PAULY: Let me ask you another 
question: How about the turnover? 

MR. FLEISHER: The turnover in a depart- 
ment store is greater than it is in an exclusive shoe 
store. I am talking now of a general shoe store, not 
a specialty shoe store. If I can get two and one-half 
times turnover, generally—men’s, women’s and chil- 
dren’s—I would consider that a good turnover in my 
department. When I had a department I figured I 
should get four or four and one-half times turnover 
in that department store. 

CHAIRMAN PAULY: We will proceed fur- 
ther with our meeting to problem No. 4: To de- 
termine best methods of compensating sales people 
—straight salary, salary plus bonus, commission 
or P. M.’s, straight commission, commission with 
stipulated drawing account, considering: (a) 
financial interest of the store, and (b) morale of 
the sales people. 

We all use different methods. Some of us use 
the commission basis with a stipulated drawing 
account; others operate on a straight selling basis. 
Some use P. M.’s and some use salary and com- 
mission. Which is the best? 

Our store has a drawing account based on a 
selling cost, the percentage basis. 
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MR. MITTELMAN: 
drawing account? 

CHAIRMAN PAULY: Six weeks is the maxi- 
mum. We figure it takes several weeks for a clerk 
to become acclimated to learn the stock. He isa 
newcomer in the store. He comes there to work 
with a force that has quite a following. You can’t 
expect from him as a newcomer as much as you 
do from those individuals that have been in your 
store for years, so we usually make an allowance 
of from a month to six weeks. 

MR. MITTELMAN: Do you give your older 
man a better commission or a larger commission 
than the newcomers? 

CHAIRMAN PAULY: It depends on their 
ability. A man who has been in the organization 
for a length of time and has a well-established 
following, is very capable, receives more consider- 
ation in the way of salary than the newcomer. The 
newcomer must establish himself and make him- 
self valuable before he receives the same draw- 
ing account or compensation as the old timer. 

MR. MITTELMAN: How do you arrive at the 
fact that he has a personal following? Do you 
keep a record of that? Or do you just take notice 
of what is going on? 

CHAIRMAN PAULY: We get that more from 
personal observation and his way of handling trade 
and the amount of call trade that he might have; 
also the type of merchandise that he is selling. 


MR. MITTELMAN: There is a system, how- 
ever, where there is a tabulation made of all cus- 
tomers that are being served, both as just cus- 
tomers and personal customers. 


CHAIRMAN PAULY: That is true. A lot of 
stores keep such a record, but we as an individual 
store do not keep it. 


MR. MITTELMAN: You spoke of P. M.’s. Do 
you consider a man who earns a lot of money by 
comparison with the other fellow more valuable? 
How much more valuable? 


CHAIRMAN PAULY: We don’t judge his 
ability by the number of P. M.’s he sells. Although 
in the majority of cases P. M.’s are essential in a 
shoe department, I think that custom is really one 
of the evils we have to contend with. But I have 
never yet seen anyone devise a plan whereby short 
lines and slow sellers will move, outside of using 
a P. M. incentive for the sales people to sell or show 
that merchandise. 


You are dealing with human nature, more or 
less, and they are going to a style in which you 
have a complete style range before they go to a 
line that is broken up, unless there is special com- 
pensation on the broken or slow-selling line. You 
very seldom put any special commission or P. M. 
on a shoe if it is a fast seller. You usually put it 
on a slow selling or broken line. 


Is that a guaranteed 
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TO ANALYZE YOUR BUSINESS 


The Educational Division of the NS.RA. Prepares to Analyze Shoe Retailers’ 1932 Operating 
Statements as a Means to Better Business in 1933 








The National Shoe Retailers Associ- 
ation is offering an Inventory Analysis 
Service to all shoe merchants. This ser- 
vice is absolutely without charge or 
obligation of any kind. It is available 
to every shoe retailer, whether a mem- 
ber or non-member of the association, 
whether operating an individual store, 
a shoe department, or a shoe chain. 

“This service gives the merchant a 
complete analysis of his 1932 operating 
figures. All he need do is fill in the In- 
ventory Analysis blank which is sent 
for the asking. 

“Our Educational Division then 
studies his report and writes the re- 








| thorough digest of the records of other 
| similar stores throughout the nation. 


tailer a personal letter of criticism and | 


suggestions, all designed to help him 
improve his business in 1933. With this 
letter will come a copy of the work 
sheet used by the Educational Division. 
This sheet shows the retailer his oper- 
ating figures reduced to percentages, 
which form the best means of making 
correct comparisons with the records 
of other stores. 

“In addition to all that, the merchant 
will receive, later, the association’s 
‘Summary of Shoe Store Operations in 
1932.’ This book is the annual text 
book of the industry, for it gives accu- 


rate composite figures for every pos- 
sible factor of shoe store management. 

“So that each dealer may derive the 
most usable information from this 
book, the averages it quotes are segre- 
gated into various groups, according to 
volume, grades handled and popula- 
tion. 

“These figures are accompanied by 
thorough discussion of margin, profit, 
stock turn, credit, finances, etc. The 
dealer who submits his figures, there- 
fore, gets an outside, unbiased, compe- 
tent review of his own record, plus a 


“All this is absolutely confidential. 
The dealer does not even sign his name 
to his own blank and the Educational 
Division analyzes figures, never know- 
ing whose they are. 

“To take advantage of this free ser- 
vice just write the National Shoe Re- 
tailers Association, 8 South Michigan 
Avenue, Chicago, asking for an Inven- 
tory Analysis blank. 

“When it comes you will find it sim- 
ple and self-explanatory. No one, big 
or little, can afford to overlook this op- 
portunity to know more about his own 
business.” 








Shoe Wholesalers’ Executive 
Committee Meets 

BostoN—The executive committee of 
the National Association of Shoe Whole- 
salers held a mid-Winter meeting at 
the Copley-Plaza Hotel, with President 
Henry Bell, Jr., presiding. 

The president made an_ informal 
statement relative to wholesale shoe 
trade and general business conditions 
and prospects, and it was the consensus 
of opinion of those present that no 
special change in business trends, or 
any upward movement in shoe prices, 
are to be looked for during the next 
few weeks. 

The committee unanimously voted to 
indorse the bill introduced in Congress 
by Representative Hill of Washington 
(H. R. 13999) covering needed legisla- 


| tention to the danger from radical leg- 





tion to protect American manufactur- | 


ers and their workers from the effects 
of competition in import goods from 
foreign countries with depreciated cur- 
rencies. This bill has been indorsed by 
the Chamber of Commerce of the 
United States of America. 

The executive committee urges mem- 
bers to immediately write to their Sen- 
ators and Representatives at Washing- 
ton asking them to vote for this bill as 
a vitally needed protective measure. 

The committee also discussed the 
proposed Federal Manufacturers’ Sales 
Tax and the growing “Buy American” 
movement but, while favoring these 
measures, did not vote on them. 
Secretary T. F. Anderson called at- 





islation inimical to American business 
that is likely to originate in the in- 
coming Congress. He stated that there 
never has been a time in the entire his- 
tory of the United States when busi- 
ness men needed more the protecting in- 
fluence of their trade associations than 
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at the present moment. 

The committee voted to defer the an- 
nual meeting of the association until | 
July 11, 1933, in Boston, this to be | 
combined with a general conference of | 
shoe wholesalers. In the meantime the 
present board of officers, headed by 
President Henry Bell, Jr., of Phila- 
delphia, will continue to function. 
President Bell will shortly appoint a 
strong committee to watch future legis- 
lation in Congress. 





COMING TRADE EVENTS 


Fort Worth—February 6, 7, 8, 1933. Hotel 
Texas. Texas Shoe Retailers’ Association, 
Annual Convention. 

Indianapolis—February 6, 7, 1933. Hotel Clay- 
pool, Indiana Shoe Travelers’ Association 
Annual Meeting. 

Columbus, O.—February 13, 14, Deshler-Wal- 
lick Hotel. Ohio Valley Retail Shoe Dealers’ 
Association Annual Convention. 

Des Moines—February 27, 28, March 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 


Everywhere, April 16, 1933. Easter Sunday. 








The Color Race Is On! 


[CONTINUED FROM PAGE 44] 


Miss Ambrose: It depends a. great 
deal upon whether the store does, a 
corrective business or not. The min- 
ute a store has a big business on cor- 
rective shoes, the percentage of blue 
or other colors goes down. I should 
think this year, including your cor- 
rective business, you’d be safe in figur- 
ing between fifteen and twenty per 
cent, and I think you have to gauge 
how much your staple business is to 
balance that up. 

Chairman Mittelman: Considering 
your style business; eliminating cor- 
rective business. 

Miss Ambrose: I should think twenty 
to twenty-five per cent, up until Easter. 
I’d say closer to twenty than to twenty- 
five. 

Mr. Candee: I’d like to direct a ques- 
tion to Miss Corneilius and Miss Pen- 
rose as representatives of Vogue and 
Harper’s as to whether they would 
advocate blue as an accessory to gray. 

Miss Corneilius: Yes, we are men- 
tioning the combination of gray and 
blue. It is absolutely unavoidable in a 
season when we have gray. Blue will 
be used as an accent as well as brown. 

Miss Penrose: We think that the 
dark blue accessories with gray is ab- 
solutely the smartest contrast in the 
spring season. We think it is much 
smarter than the brown accent with 
gray, or will be by the time spring 
rolls around. It will also be worn with 
beige. 

Following the blue discussion, Chair- 
man Mittenman called on Miss Cor- 
neilius for a review of spring fashions. 
Her most informative talk summarized 
the high points in fabrics, touched upon 
the importance of suits and spotlighted 
oxfords for shoes. Miss Penrose of 
Vogue, as the final speaker, showed a 
series of shoe sketches summarizing 
the trend in patterns and types. 


Northwest Convention Plans 
Shaping Up 

MINNEAPOLIS, MinNn.—Clyde Her- 
ring, Governor of Iowa, is to be the 
principal speaker at the February con- 
vention of the Northwest Shoe Retail- 
ers Regional Association in Des Moines, 
Secretary H. S. McIntyre announces 
from his office here. Prospects are 
bright for a good convention. This is 
indicated by the strength of prepara- 
tions for exhibits by manufacturers. 
Senator Roy E. Stevens, shoe merchant 
at Ottumwa, Iowa, will make the in- 
troduction and Mayor Dwight Lewis 
will welcome the Governor to the city. 
The. convention dates are Feb. 27 to 
March 1. 





Stanger, Shoe Artist, Moves 

New YorK—Stanger Shoe Illustra- 
tions have moved from Thirty-fourth 
Street to the Greeley Square Building 
at 101 West Thirty-first Street. 
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Protect Yourself 
Against Complaints 


You can't afford to let your customers think that the shoes you sell them hurt their feet. Yet every one 
of them thinks so who has arch weakness and doesn't know it. They have cramped toes, callouses on 
the sole, cramp-like pains in the ball of the foot and in the toes. 


Cramp-like pains at this point 
indicate Metatarsalgia 


People whose anterior arch has weakened find that their shoes spread across the ball. They complain 
that the shoes don’t hold their shape. It isn't the fault of the shoes, but it is your fault | ee don't 
forestall these complaints and correct the trouble. This you can do at a handsome profit with Dr. 
Scholl's Scientifically Constructed Anterior Metatarsal Arch Supports. 


Dr. Scholl’s 


Anterior Metatarsal Arch Supports 


Style No. 1, with flange for ordinary cases; Style No. 2, is made without the inside Style No. 3, extends further forward be- Style No. 5, same pattern as Style No. 3, 
where there is weakness in the longi- flange and is recommended when the neath the heads of the 2nd, 3rd and 4th except that it is made without flange. 
tudinal arch as weil as in the transverse longitudinal arch is quite normal but slight metatarsals and all metal cut away from Made of the very finest Silveroid and 
arch this support is indicated. elevation is required. the first metatarso-phalangeal joint so as covered with fine oak-tanned leather. 

not to interfere with its action. 


Made in shoe sizes—Women's 3, 4, 5, 6, 7, 8, 9 Wide and Narrow Men's 6, 7, 8, 9, 10, 11, 12, 13, 14 Wide and Narrow 


100% Profit—Wholesale $30.00 per doz. pairs. Retail $5.00 per pair. 


Send in your order for an assortment at once — NOW. Don't let your customers’ mistaken notions rob you of 
their future trade. Correct their troubles, hold their patronage, build up prestige and make an additional profit. 


THE SCHOLL MFG. CO., INC. 
Largest Makers of Foot Comfort Appliances and Remedies in the World 
213 W. Schiller St., Chicago 62 W. 14th St., New York City 112 Adelaide St., E., Toronto 


When writing advertisers please mention Boot and Shoe Recorder 








Pediatread is fur- 
tisk i elther broad 


modjfied Dr. 
heel (right). 


REAL 
PROFITS 


Treadeasy Podiatreads are pro- 
viding dealers with real profits 
that are helping to offset the slim 
profits on highly styled shoes. 


With its new saddle principle that 
provides support to the inside 
longitudinal arch, the Podiatread 
is the outstanding shoe in the 
orthopedic field. 


Write us for booklet explaining 
this sensational new feature—also 
outline of our plan that should 
build up a successful orthopedic 
business for you. 


‘' REG.U.S, PAT. OFF. 


PODIATREAD 





P. W. MINOR & SON, INC. 
BATAVIA, NEW YORK 


New York Sample Room 


Room 429, Marbridge Bidg. 
47 West Sth Street 





J. O. Moore Holds Pacific Coast 
Concentration Store Meetings 


Starting on a five weeks trip to the 
Pacific coast, J. O. Moore, a director 
of Brown Shoe Co., St. Louis, Mo., and 
manager, Concentration Division of the 
company will hold meetings in the prin- 
ciple cities of the California and the 
northwest with the managers of Brown- 
bilt, Buster Brown and Central Shoe 
stores. These meetings will consist of 
educational conferences and an ex- 
change of ideas between the heads of 
the stores. 

The discussion of problems confront- 
ing the shoe stores will be thrashed out 
by the managers in an intimate round 
table get together in the various cities. 

The meeting held in Spokane, Wash- 
ington, on January 25, 26, was pro- 
nounced as unusually beneficial to the 
store executives. Similar meetings will 
be held in Seattle, Washington, Jan- 
uary 29, 30, Portland, Oregon, Feb- 
ruary 5, 6, San Francisco, Calif., 13, 
14, and Los Angeles, Calif., 19, 20. 

All the meetings are under the direc- 
tion of J. O. Moore, who has for many 
years been the executive head of this 
division for Brown Shoe Co. 


Ohio University Makes Study of 
Mark-Downs 


CoLuMBus, OHIO—‘“‘Special sales” 
and “broken assortments” can be 
charged with contributing to a substan- 
tial share of the total markdown causes 
in Ohio stores. These facts are de- 
veloped from a study of about 2,000,000 
retail transactions made by the Bureau 
of Business Research, Ohio State Uni- 
versity. 

The results of this analysis have been 
compiled, tabulated and published in a 
volume of more than 300 pages. 

L. H. Grinstead, of the Bureau staff, 
directed the study and has completed a 
work that should stand as a textbook 
for merchants concerned with the 
alarming increase in this item of ex- 
pense. It gives a fair picture of mark- 
downs as a store cost and shows the 
various considerations which occasion 
these transactions. It suggests recom- 
mendations for markdown reduction 
and control. 

Because of the more complete records 
available, because of the variety of 
merchandise carried and because they 
are usually able to isolate markdowns 
due to their system of accounting, the 
study was limited to 12 department 
stores in Ohio with sales volumes from 
$1,000,000 to $10,000,000. However, the 
study has been broken down to cover 
dry goods, home furnishings, men’s and 
boys’ apparel, women’s and misses’ ap- 
parel and accessories, small wares and 
shoes. The results can be applied to 
any type of store in these classifications. 

To cover only the cost of producing 
the reports, the Bureau has been com- 
pelled to establish a charge of $2 for 
the study. Checks should be made pay- 
able to Ohio State University. 
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Face Facts and Restore 
Buying Power 
[CONTINUED FROM PAGE 38] 


At Tuesday’s luncheon session, Presi- 
dent Geuting, of the N. S. R. A., was 
the first speaker. Association work has 
made better merchants, he maintained, 
and gave five rules for successful re- 
tailing. 

No man loses a customer permanent- 
ly because of price, he said. Regulate 
stocks and make them conservative. 
Balance your budget. Rentals should be 
no more than sales will produce. Land- 
lords should make concessions. Do not 
let your mark-up come down. Give 
service. Accent integrity. 

Jesse Adler gave a characteristic 
rapid fire talk and stressed the im- 
portance of men dressing up. 

Harry Resseguie talked of men’s 
summer shoes, the importance of 
dramatizing the presentation and hav- 
ing something that meets an unspoken 
but sensed need from the consumer. 
He told in detail of promotion plans 
for summer shoes. 

George Geuting endorsed the sum- 
mer shoe idea and looks for a basic 
change in men’s attitude on all ap- 
parel leading to greater consideration 
of it and more general fashion buying. 


Talks on Costs 


SALEM, Mass.—Arthur B. Newhall, 
president of the Hood Rubber Co., of 
Watertown, speaking to Rotarians 
here, said that the freight bills of rub- 
ber good manufacturers of New Eng- 
land are now greater than the bills 
they pay for crude rubber. He ex- 
pressed doubts if the raising of rail- 
road rates is a means to restoring 
prosperity. 

“Today,” said Mr. Newhall, “there 
are problems of the cost of doing busi- 
ness, also of the cost of doing no busi- 
ness. Now business must be done at 
the lowest cost. Since the cost of gov- 
ernment is a major one in meeting 
business costs, the costs of government 


have got to come down. To get indus- 


try on its feet again it is first neces- 
sary to reduce the costs of government. 

“We have got to get out of this de- 
pression, and over-production of goods 
must be consumed, even if it takes an 
old-fashioned method of barter to do 
so.” 


Leipzig Fair Scheduled 


The Leipzig Trade Fair will be held 
on regular schedule, attracting ex- 
hibitors and buyers from all parts of 
the world, as it has for seven centuries. 
The Spring Fair will be five times the 
size of any pre-war fair, comprising ex- 
hibits from thirty-two countries and 
buyers from twice as many lands, thus 
offering an unrivalled opportunity for 
reaching world markets. The next fair, 
to be held from March 5th to 12th, will 
be the largest as it is the oldest in- 
dustrial exchange in the world. 
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SATURDAY, JANUARY 28, 1933 
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The Boston Market 


BostoN—There was no shortage of 
sellers in the Boston market last 
week. All offices in the shoe and 
leather district were open for -busi- 
ness, plus temporary offices in the ho- 
tels. The privately operated show, 
which carried a fee for exhibiting, was 
at the Hotel Statler with 156 exhibit- 
ors. In quieter and more business-like 
surroundings, The Copley Plaza held 
122 exhibitors, with thirty exhibitors 
listed at the Ritz Carlton Hotel and 
other shoe lines on display at the Essex 
and other hotels. 

Every pressure was put on price and 
the bulk of the business transacted on 
Spring shoes was on footwear to retail 
under $3.00. Enough business has been 
booked at the shows in the market cen- 
ters to keep shoe factories running in 
moderate production for the next six 
weeks. There is a wage envelope in 
the shoes, but not much more—for the 
orders, as placed, demand great clever- 
ness in shoemaking, reduction of over- 
head and elimination of costs. 

'A number of buyers continued to 
stay in the market. Buying was lim- 
ited to Spring footwear. Summer or- 
ders of sports and whites are expected 
to give the second bulge to the season. 


Chain’s Sales Decline 


CoLumBus, OHI0— The Schiff Co., 
operating a chain of 182 units in 26 
states, reports total sales for the year 
1932 at $8,865,015, compared with $10,- 
179,534 in 1931, a decline of 12.91 per 
cent. Sales for the five weeks’ period 
ending Dec. 31 were $1,000,603, com- 
pared with $1,175,843 for the corre- 
sponding period last year, a decline of 
14.90 per cent. Many of the company’s 
units are sections in department and 
dry goods stores. 





Hide Prices Advance 


New York—Further sharp price ad- 
vances were recorded in hide future 
prices on the New York Hide Exchange 
during the week ended Jan. 13, the net 
gains ranging from 25 to 40 points for 
the period. 

The domestic spot hide market also 
displayed a firmer trend, prices reflect- 
ing a further advance of a half cent 
from the previous week’s levels in ac- 
tive trading. Fractional price advances 
were also recorded in the Argentine 
spot hide market. 


Definite Tendency Toward 
Better Merchandise 


CLEVELAND, OHIO—J. Harold Rob- 
erts, manager of the Stone Shoe Co., 
advises that of late there has been 
a definite tendency back to the better 
shoes again. “Our clerks,” he says, 
“have noted less price resistance during 
the past month than at any time during 
the past year. People appear to have 
tired of shopping around in cheaper 
materials and now want quality in their 
purchases. I believe this tendency will 
grow.” 

Mr. Roberts reports that the com- 
pany’s unit volume for 1932 is ahead 
of the preceding year but the dollar 
turnover is 13 per cent lower. De- 








Keep a Diary 


Keep a store diary—that’s an idea that’s 
not half bad for 1933. In fact, it’s more than 
good. The daily sales records are, to be sure, 
a diary, but of the mathematical sort. Supple- 
ment it with a line-a-day book, in which to 
jot down note and comment of what’s been 
going on; also, if one has the inclination, a 
file book, in which to enter ideas for selling 
new shoes, new store arrangements, new ad-* 
vertising ideas, and so on. A surprising amount 
of knowledge and information can be collected 
in these diaries and note books and often, 
when one looks in the book and sees, he can 
discover an idea that can be turned to a profit. 











cember business, he stated, was beyond 
expectations and we were busy through 
the holiday season. 


Reorganizes Hosiery Plant 


PATERSON, N. J.—M. G. Van Arsdale, 
of Short Hills, according to information 
received at the local plant, has resigned 
the presidency of the Van Raalte Ho- 
siery Company, of Paterson and Boon- 
ton. The resignation took effect earlier 
in the month, confirming rumors to the 
effect that Mr. Van Arsdale was to 
sever his connection with the company. 

The directors of the company recent- 
ly met in New York and the adminis- 
tration is to be changed completely. 
This is one of the most substantial in 
the industry and despite the conditions 
of business work has been continuing 
steadily until inventory began, when 
activities stopped for a short time. 

This plant of the company was for- 
merly owned by George Fichtner, of 
Boonton, having been sold to the Van 
Raalte company in 1919. 

e 


Golden Rule Suit 


LYNN, MAss.—Employees of Daly’s 
Golden Rule Shoe Co. have brought a 
suit of $400,000 against James M. Daly, 
and others, officials of the corporation, 
to recover money paid to them by the 
corporation for services rendered. 

Another suit, “Ne exeat,” if granted, 
will require defendants to post a bond 
if they should leave the state. 


To Manufacture in Winnipeg 


WINNIPEG, MAN.—Winnipeg has ex- 
perienced an industrial stimulation 
within recent months. Nine new indus- 
tries locating in the city within that 
period, as reported to the industrial 
department of the Canadian National 
Railways, include the Northern Shoe 
Mfg. Co., which will locate a plant here 
for the making of men’s and boys’ 
shoes. 









BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 28, 1933 

















a 
Ene seepegrencnmeremneen 












Durability ... With no excess in mass 
or weight .. . elements just as essential 
in a box toe material as in the proper 


construction of a Dirigible. 


® Celastic Box Toes furnish these 


requirements. 


BAC 





THE QUALITY BOX TOE 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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STYLE NEWS IN THE CHICAGO STORES 








CuHiIcaco—Carl Burgstahler, at F. E. 
Foster and Co.’s, reports that they will 
favor leathers over fabrics for Palm 
Beach wear this year. Buckskin and 
kid in tan, white, white and tan, and 
white and black will be good. Ties in 
ene to three-eyelet models will be good 
and also sandals. Many tailored types 
will be shown. Toes are becoming 
fuller. Heels will follow the trends in 
other shoes. Many perforations will 
be shown. 

Greys are going to figure very 
strongly in the picture for early spring 
wear, according to R. S. Weaver, man- 
ager of the State Street Walk Over 
store. He is stocking up in this color, 
having already just put in several mod- 
els in suede to be followed immediately 
by grey kid. The demand for grey is 
due partly to the incoming vogue for 
blue in women’s apparel, these being 
perfect complementary colors. Blue 
kids will also be much better than last 
year, according to the predictions here. 
Parchment (sea-sand in some quarters) 
is to have the biggest run in several 
seasons, taking its place between the 
blacks and browns of winter and the 
white just beyond. Incidentally, it looks 
like another landslide for white this 
summer. This house has already done 
heavy stocking up in white. Straps will 
be more evident than last year and also 
epen-throated sandals. 

Water-snakes will be good for early 





spring wear, reports F. L. McNutt, 
buyer of women’s shoes for Feltman 
and Curme. The broad T-strap, new 
this season, is popular right now, but 
it looks as if they will soon be on the 
wane to make way for something that 
will look a little daintier on a woman’s 
foot. There are also many calls for 
short-vamp shoes, but just how perma- 
nent this will be is as yet uncertain. 
However, the demand among the pa- 
trons of this house necessitates a con- 
siderable stocking up of these models. 
Another call of the moment is for grey. 
Most women prefer grey to wear with 
grey rather than the ultra-brown grey 
combination that was pushed heavily 
among smart stores earlier in the sea- 
son. Blue kids will be good sellers is 
the prediction. Models seen here had 
stitching and trims in grey pointing to 
the blue-grey partnership that promises 
to be one of the spring’s choices. Some 
new genuine pig-skins in sports models 
were also seen here, promising to be 
good for summer wear. 

It looks like a tremendous white sea- 
son ahead of us, thinks Mr. McNutt. To 
fill in the time between winter shoes 
and the whites, parchment is showing 
up strong, heavy orders for this shade 
having already been placed. Cut-out 
sandals will also be good and also 
punched shoes in various types. Ties 
and pumps still outnumber the straps 
in the experience of this store. 








Boston Brevities 


“A pretty good suede Winter” was 
the common remark up to and into the 
second week in January, for suede 
shoes were worn along the streets, un- 
covered by arctics or rubbers, no snow 
to speak of having fallen in the city 
to that time. 

Clearance sales are more honored in 
the breach than in the observance this 
January. It looks as if stocks were 
kept so low in 1932 that there were 
few shoes to be thrown overboard, so 
as to clear the decks for the new 
year. 


—_— 


White shoes are making an all the 
year round record in Boston for they 
have been steadily on sale since early 
last Spring, and the white shoes for 
Winter resort wear now being offered 
will be followed immediately by new 
white shoes for early Spring. Of 
course, largest sales of whites were in 
hot weather. But there hasn’t been a 
week since last Spring in which white 
shoes were not in evidence in some of 
the best Boston stores. 


One new Spring style, quite clever, 
that’s just bobbed up in a Boston store 
of the fast style class, is a pump of blue 
kid, having a wide lace of white leather 





that passes through slots all the way 
around the top, and then fastened off 
on the side with a bow knot. The same 
pattern is made in several other colors. 

Ties, or one and two eyelets, are be- 
ing played for trumps in several Bos- 
ton stores, these having a _ circular 
vamp, which is usually piped, and in- 
visible eyelets. Some of these lace with 
a wide ribbon, which fastens off in a 
bow, very feminine, while others fasten 
with a corded lace that ends off with a 
bauble, also, very feminine. 

A side gore pump, made with a gypsy 
seamed front, is among the new shoes 
offered in Boston to those who desire 
“something different.” The gypsy seam 
is piped, and a strip of piping to match 
is carried across the front of the vamp 
to make an imitation tip. The side of 
the shoe is open for a width of better 
than half an inch, and across the open- 
ing are two bands of elastic webbing. 
This style, made of brown suede leather, 
of very fine nap, looks very attractive. 





Evening Slippers Featured 


Cuicaco—Evening slippers are be- 
ing featured by a number of the Chi- 
cago stores right now both in window 
display and in newspaper advertising. 
At Cutler’s, attention is called to 





53 





these gay displays by revolving fixtures 
in companion-piece windows. Bags, ho- 
siery and some decorative accessories 
help to set off the slippers. 

At Maling’s, rhinestone buckles and 
heels, bows of satin and crepe with 
rhinestone ornaments are strongly fea- 
tured among the evening slippers. 

At Wolock and Bauer’s, gorgeous col- 
ored draperies in velvet set off the 
shoes. 

Silver and gold medals both alone and 
in combination, velvets, crepes, moires, 
satins are some of the fabrics seen, as 
well as doeskins. In colors, black, 
white and the pastel shades are all 
present. Many of the sandals are very 
much cut-out, some being made entirely 
of tiny straps across the vamps. Some 
elaborate ones combine gold or silver 
metal or rhinestone straps with fabrics 
such as satin or velvet. 

Reports are that the metals are espe- 
cially in high favor for elaborate func- 
tions in the extremely cut-out models. 





Florida Shows Punched Styles 


MIAMI, FLA.—In the shoe department 
of Burdine’s, Miami’s largest depart- 
ment store, some striking examples of 
the newest in resort wear shoes are 
being shown. For sports there is the 
punched buck or kid, modified heel and 
modified toes, but more intricate detail 
than has been seen for some time. 
Punched buckskin worn as a tie or a 
pump, all white or white with brown, 
is good. So is the white trimmed in 
a vivid color or in black. Pumps show 
a smart bow on the vamp and ties and 
straps sport a smart fringed tassel. 

For spectator wear Chinese heels and 
modified round toes in white buck 
punched and piped in black make a 
good-looking slipper. Soft white kid 
with black motifs and stitching, fringed 
tassels and big eyelets, is used in a 
smart oxford. 

Tea time finds a lady of fashion 
swinging a foot clad in vivid color with 
white, or all white or beige. Effective 
stitching makes for smartness in some 
of the models. So do the cutout effects. 
Schiaparelli buckles give a finishing 
touch to ten and twelve-fifty models. 

For evening wear there is. the 
glamour of metal. Gold or silver kid, 
in its entirety or as trim on tinsel 
paisley, covers milady’s toes but dares 
expose the whole of her dainty arch. 
Because a gold or silver slipper will be 
appropriate for almost any costume, 
they are unusually popular right now. 





New Counters 


Boston—For something new and in- 
teresting, there’s the rolled counters, 
preferred for pumps, and in use in in- 
creasing quantities in many kinds of 
shoes. The lips, as well as the side 


walls, are rolled to the shape of the 
last—and so a perfect fit all over. 
These counters are necessarily made 
“rights and lefts,” for they can not be 
made any other way, and fitted to the 
contour of the lasts. 











54 


OTT OF OF ee OF OOo OO oT Te 


WHERE TO BUY 
Men’s Shoes 


OF ee ee Sl tl ail leh 

















CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mass. 
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Announce New 1933 
Spring Hosiery Colors 

Restrained, subtle shades of neutral 
tonality are stressed in the collection 
of 12 new colors appearing in the 1933 
Spring Hosiery Card now being issued 
by the Textile Color Card Association 
to its members. 

In interpreting the spring hosiery 
tones, Margaret Hayden Rorke, man- 
aging director of the association, ex- 
plained that they had been especially 
created to express the new color mood 
in spring fashions, that is, the decided 
feeling for subdued shadowy half-tones. 

While the contrast movement in color 
is still an important phase of fashion, 
Mrs. Rorke pointed out that the mono- 
tone theme, in its adaptation to the cos- 
tume, hose and shoes, was gaining in 
favor. This, she explained, does not 
always infer the matching of colors, 
but rather a dégradé, or tone-on-tone 
effect. The new hosiery shades, Mrs. 
Rorke added, reflect that neutral note 
so important as the harmonizing link 
between the costume and the shoe. The 
very definite trend toward lighter ho- 
siery tones in the spring mode is also 
emphasized. 

This season, the card has been issued 
in an entirely new form. In addition 
to the large tabs of hosiery material, 
now three times larger than ever be- 
fore, which serve as a permanent color 
record, there is a detachable set of 
swatches fitting into a pocket, especially 
arranged to facilitate the matching of 
the colors. This arrangement is ex- 
pected to prove especially practical for 
dyeing purposes. Flesh-tinted paper 
under each loose swatch gives the skin 
effect to each color. 

To assist in the merchandising of the 
new hosiery colors, they have been clas- 
sified on the card under three cap- 
tions: Grey-Grége Shades, Natural- 
Beige Shades and Sunshades. 

The Grey-Grége Shades, a high-fash- 
ion group, represent an outstanding 
trend because of the increased impor- 
tance of grey costumes and accessories. 
A subtle grége cast makes them quite 
different from the cold metallic types of 


the past. Included in this group are 
Shadotone, Dawngrey, Greylite and 
Fogmist. 


The Natural-Beige Shades are sig- 
nificant because of the wide endorse- 
ment of the beige range in spring 
costumes and accessories, particularly 
the natural, string, and clear neutral 
types, all of which have influenced the 
new beige tones in hosiery. The latter 
comprise Natural Beige, Ocrebeige, 
Deausan and Chukker. 

The Sunshades reflect the continued 
style favor for the suntan note in ho- 
siery, especially as a contrast to the all- 
white sports costume and shoe, as well 
as for evening wear. This classifica- 
tion includes Suntouch, Sungleam, 
Hula and Copperskin. 

The Textile Color Card Association 
issues the new hosiery colors each sea- 
son in. cooperation with the National 
Association of Hosiery dnd Underwear 
Manufacturers. 
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As a further aid in the sales promo- 
tion of the new hosiery colors, the asso- 
ciation will shortly issue a printed sup- 
plement to the 1933 Spring Hosiery 
Card, indicating the correct coordina- 
tion of the hosiery tones with the latest 
color trends in spring costumes, milli- 
nery and shoes. 





Style Appeal Strong 


CuHIcaco—Style doesn’t need to be 
sacrificed to quality, according to A. H. 
Buehler, in charge of the merchandising 
of shoes at the Davis Store. If the 
eye-appeal is lacking the consumer de- 
mand is off. This is just as true in 
the case of men and children a sit is 
of women. Style appeal is enormous 
today and must be seriously taken into 
account even with those who deal in 
foot comfort shoes. 

“In our Arch Conserver shoes (a line 
made especially for this store) our pat- 
terns are selected with just as much 
thought of eye-appeal as of foot com- 
fort. It is not at all impossible to 
combine the two perfectly.” 





Bullet Size Perforations 


LYNN, MAss.—Liberty Shoe Co. is 
making some shoes with perforations 
as large as a bullet hole, 22-calibre 
size, and quite a contrast with needle- 
point perforations. These bullet holes 
are ringed around with a buttonhole 
stitch of threads of a color to contrast 
with the color of the leather. 





Makes Credit Study Report 


New York—The National Industrial 
Conference Board announced yesterday 
the publication of a comprehensive 
study of the availability of bank credit. 
The study was made by the research 
staff of the Conference Board at the 
invitation of members of the Banking 
and Industrial Committee of the New 
York Federal Reserve District, and has 
been in progress since early in the Sum- 
mer. Except as far as facts drawn 
from general sources are used as aids 
in interpretation, the treatment of the 
subject rests entirely on an analysis of 
the confidential replies of about 3500 
concerns, chiefly manufacturing estab- 
lishments, to a questionnaire as to their 
recent bank credit experiences sent out 
by the Conference Board. 

The study answers the question 
whether legitimate demands for credit 
on the part of industry and business 
have been denied by presenting the 
facts as revealed by the questionnaire, 
in conjunction with a review of the 
events and causes leading up to the 
near-collapse of the American banking 
system in the Winter of 1931-32. 
“Viewed from the standpoint of bank- 
ing and financial statistics,” states the 
report, “it is patent that the course of 
the present depression has been made 
deeper by the failure of the banking 
system at large to extend adequate 
credit accommodation to industry and 
trade as a whole.” 
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No.7 


of a series 


of pen and 


camera sketches in a mod- 


ern tannery, tracing the 


successive operations in 


the conversion of raw 


goatskin into Glazed Kid. 


Last of the actual 
TANNING Processes 


Let us pick up the thread of our 
journey where we last dropped it, at the 
tanning reels: 


The skins are not quite yet leather 
when they come out of the chrome bath, 
light yellow and dripping wet. If they 
were colored without further chemical 
treatment the “chrome” would soon wash 

out from where it has been deposited 
around the fibres, and the skin would 
revert to its former condition and de- 
teriorate. To prevent this, the chrome is 
“fixed” in the skin, a chemical procedure 
very similar to the photographer’s 
method of “fixing” a negative. 


When they first come from the chrome 
bath the excess of liquid which is drip- 
ping from the skins is “struck out,” re- 
moved by running the skins between 
knives under a slight pressure. Then the 
skins are put into the “fixing” bath, 
where the chrome is combined in a 
chemical compound that will stay un- 
changed in the leather. The skins come 
out of this bath a light blue in color, cer- 
tain chemicals are washed out of them 
and they are again “struck out,” prelim- 
inary to shaving. 


Black and colored glazed kid for = 
‘outside stock and linings (also gen- 
uine Kangaroo) can be obtained 
from Surpass in any grade and 


of standard unvarying quality 


After the operations that follow the 
actual tanning bath come two very im- 
portant operations, “sorting and shaving.” 


Altogether, between the time they leave 
the tanning reels to the time they leave 
the coloring and washing room the skins, 
now leather, are put through eight sep- 
arate operations. The performance of 
some of these requires a high degree of 
skill, experience and knowledge, and their 
results can make or mar the beauty and 
“life” of the finished Glazed Kid. The 
others are routine, mechanical processes 
of quite secondary value. 

* Oo” * 


In sketch number 8, which will appear 
in this magazine on February 18th, we will 
step aside from our main path through 
the factory, and stop for a moment in the 
chemist’s laboratory where he will lend 
us a microscope and give us a brief and 
interesting discourse (as non-technically 
as a chemist can) on what has happened 
to the skin during the changes we have 
been watching it undergo. In sketch 
number 9, we will turn back to the fac- 
tory again to see the “sorting” and “shav- 
ing” processes. 
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WHERE TO BUY FROM THE NATIONAL CAPITAL 








Dancing Shoes and Taps | Bill Against Foreign Shoes 
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TAP DANCING 
THEO SLIPPER 
Stock No. 1210 


Patent Leather 
For Growing Girls 


D Widths—Sizes 3-7 
Price $1.25 


BLOG SHOE CO., INC. 


147 Duane St., New York City 
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Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
9 Infants’ Soft Seles. ..0-3 
intermediates ........ 1-5 
Flexible Hard Soles. ..2-8 
Send for In-Btook 
alog 





MRS. DAY'S IDEAL BABY 
SHOE CO 


Locust St. Danvers, Mass. 











168 NUMBERS IN STOCK 
Write for New Catalog. 


SHOE MFG.CO. 








MILWAUKEE.WIS. 
H LANE BROS. CO., Boston, Mass. | 
NEW ENGLAND STATES DISTRIBUTORS 
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. Shoe Dressings 
SOLD EXCLUSIVELY AM SCIENTIFIC 
TO SHOE TRADE QUALITY 
FOR DETAILS POLISHES 
DRESSINGS 
CAVALIER vnrnnece 


CAVALIER 
POLISH 

















WASHINGTON, D. C.—A _ resounding 
slap at the $6,500,000 foreign competi- 
tion in the domestic boot and shoe in- 
dustry is contemplated in two bills in- 
troduced in the House of Representa- 
tives this week by Congressman Joseph 
W. Martin, Jr. (R.), of Massachusetts. 

Convinced that the American public 
would be willing to protect the nation’s 
workingmen by purchasing the prod- 
ucts of American labor, Martin has 
proposed that all imported articles, 
their containers and their packages be 
distinctly labeled to indicate the coun- 
try of origin and that advertisements 
of the foreign articles be compelled to 
indicate in a conspicuous manner that 
the goods are from the country of 
origin. 

“I have proposed these bills,” Martin 
told the Recorder representative, “be- 
cause I believe the American people 
want to know what they are getting, 
and because I am firmly of the opinion 
that they will reduce competition with 
domestic industry. Several industries 
in my district, already sorely pressed 
by distressing economic conditions at 
home, are forced to combat a ruinous 
competition from abroad.” 

The entire purpose of the measures, 
Martin explained, is to promote the 
sale of American products, to enlist 
the public in a Buy American program, 
just as the British people are being 
urged to buy British. 





_ Would Hamper Shoe Salesmen 








WASHINGTON, D. C.—Shoe salesmen 
operating across State lines would be 
compelled to obtain State and munic- 
ipal licenses and pay fees and bonds in 
many instances in which they are now 
exempt if a bill passes Congress as in- 
troduced by Representative Michael K. 
Reilly (D.) of Wisconsin. 

Many salesmen are now exempt from 
State and municipal ordinances and 
laws on fees, licenses and bonds merely 
because they come from another State, 
or the goods they sell comes from an 
outside State, Reilly explained. He 
cited the instance of the two Kansas 


cities. 


Solicitors from the Missouri Kansas 
City, he said, can move into Kansas 
City, Kan., to take orders and not sub- 
mit to any of the Kansas regulations 
on salesmen. 

The measure was proposed at the re- 
quest of the League of Municipalities 
of Wisconsin. The bill has little chance 
to get through the present session. 





Proposed Chain Store Tax 


WASHINGTON, D. C.—Companies op- 
erating stores in more than one state 
will be required to pay a federal tax 
amounting to 1 per cent of their gross 
sales if a bill drafted by Representative 








Tom D. McKeown of Oklahoma wins 
the approval of Congress. 

Described by its sponsor as a novel 
method of gathering necessary revenues 
for the United States Government but 
“not unfriendly to chain stores,” the 
bill proposes a tax of $100 on each 
$10,000 or major fraction thereof of 
goods sold in retail in interstate com- 
merce. 

While no attempt is made in the 
proposed measure to determine the ad- 
ministration of the new tax insofar as 
the trade is concerned, the congressman 
has expressed a belief that the chain 
stores will absorb the levy without pass- 
ing it on to customers to any appre- 
ciable extent. 





Leather Exporters Active 

WASHINGTON, D. C.—One thousand 
foreign agents are striving to sell the 
products of American leather exporting 
establishments to the markets of the 
world, and despite severe handicaps dur- 
ing the last two years, this country has 
managed to retain its important posi- 
tion in the international trade in leather, 
the Department of Commerce has an- 
nounced. 

Reports received by the Department’s 
hide and leather division indicate the 
leading exporters intend to continue 
their activities in foreign outlets, de- 
spite their depressed condition, exchange 
problems and other adverse factors. 





Shoe Imports Less 


WASHINGTON, D. C.—American buy- 
ers were importing boots and shoes last 
year at a mere 25 per cent of the 1929 
volume, the Shoe Division of the De- 
partment of Commerce has announced. 
Czechoslovakia, where the huge Bata 
Works are located, supplied 76 per cent 
of all last year’s imports. 

Shoes for women and misses ac- 
counted for 83 per cent of the 1932 
imports through November, with shoes 
for men and boys contributing 12 per 
cent of the total and children’s foot- 
wear 5 per cent. 





Chain Consumer Buying 


MoNTREAL—Montreal’s boot and shoe 
trade is threatened with a new kind 
of competition, that of house-to-house 
selling, which resulted in a protest to 
the City Hall by the Retail Merchants 
Association. It seems that so far the 
city has not granted any licenses au- 
thorizing such street trading. A curious 
sidelight is that one of the three organ- 
izations preparing to launch this novel- 
ty expects to be able to institute a sort 
of chain system of sales by which a 
buyer would take three pairs of boots 
or shoes, and agree to sell a similar 
number to three other persons, who in 
their turn would sell that number to 
three other persons, while the latter 
would continue to spread the sales in 
the same manner and so on with others. 
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Beige saith Dias 


Beige costumes are due for renewed popular- 
ity this spring—they’re selling now in the 
wholesale market. Women will wear beige 
shoes with them, just as they’ve worn grey 
with grey this winter, because neutral acces- 
sories are fashionable again. 


Qescond, No. 500 
— 


Will sell to women who want shoes to match 
their light beige costumes. 


Natural, No. Q70 
(Chaff) 


Will sell to women who adopt the new fashion 
of accessories a tone darker than the costume. 





be Vow C,tle sl thes Q,, ce 


Chaontlis by request to ,' 1702-100 Gold Street, (New Ong 
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The Ball Bearing Heel in 


Clara Ban 


Takes Away 25,000 
Shocks Per Day 


These Special 
Features 
Enable You To 
Get More 
Mark Up 


SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINN. 
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Coast Rubber Convention 


SEATTLE, WASH.—Displaying many 

new rubber products, heads of the 
United States Rubber Company held a 
convention in Seattle early in January 
at which plans were pushed for increas- 
ing the sale of footwear and other rub- 
ber goods in the Northwest sales area 
for 1933. Early in January sales were 
already ahead of early March sales by 
the company which is receiving on the 
Pacific Coast fruits from the endorse- 
ment of the “buy American” campaign 
on the part of many Coast women and 
men. 
«W. M. Smith, Pacific division man- 
ager of the,footwear and allied prod- 
ucts department of the United States 
organization, supervised the showing of 
the new rubber products for Spring 
and Summer sale, and the sales con- 
vention held at the Roosevelt Hotel in 
Seattle, being assisted by J. A. Brogan, 
district manager at Seattle, for the 
rubber company. 


“Law of Sales” 


Lynn, Mass.—A series of lectures on 
the “Law of Sales” is being given by 
Ralph W. Wilson, lawyer, at the Cham- 
ber of Commerce, these meetings being 
free to manufacturers and merchants 
and members of their organization. 
Questions, many and varied, are asked 
after each lecture, and so a number of 
Lynners are adding to their knowledge 
of when a sale is lawful and when it is 
otherwise. For instance, this question 
was threshed out: “Say that a manu- 
facturer sends a letter by mail offer- 
ing shoes at a certain price—a buyer 
orders ten cases at the price and mails 
the order—meanwhile shoes advance, 
and the manufacturer sends out letters 
advancing his prices—the letters cross 
in the mail—is the .manufacturer 
bound to fill the order at prices quoted 
in the first letter and accepted by the 
buyer?” 





Montgomery Ward Buyers Meet 


BALTIMorE, Mp.—Footwear manufac- 
turers of this market are to share in a 
substantial manner the orders for 
new merchandise to be placed shortly 
by Montgomery Ward & Co. The items, 
including footwear, were decided upon 
at the annual conference of managers, 
assistant managers and executives of 
Eastern region. At this conference 
plans for increasing business this year 
were laid. 

The conference was held under the 
direction of Paul C. Baker, Eastern 
regional manager, and Arthur Wein- 
traub, retail regional manager. Other 
executives who attended the conference 
included Ernest DeKalb, J. G. Bing, 
H. Keehen, H. Eiffert and E. H. 
Mosher. Walter Wagar is manager of 
the Baltimore store of Montgomery 
Ward & Co. 
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City Scrip Circulates 


ATLANTA, GA.—While the exact 
amount has been computed, shoe dealers 
estimate that several thousand dollars 
of the $400,000 worth of scrip recently 
issued to city employees were used for 
the purpose of paying bills at the dif- 
ferent shoe departments or in the pur- 
chase of new shoes this Christmas. 
Practically all of the leading merchants 
agreed to accept scrip in payment on 
old bills or for new merchandise, and 
some of the stores cashed the scrip for 
customers making purchases up to 60 
per cent of the total value. The scrip, 
in $10.00 denominations, is payable 
March 1, 1933, with 7 per cent interest. 





Omaha Store Burns 


OMAHA, NEB.—The Browning & King 
store was completely destroyed by fire 
Jan. 18. The conflagration started 
when the colored porter tried to soften 
some floor wax over an electric plate 
in the basement and then forgot all 
about it. It blew up and the flames 
destroyed the building. The shoe de- 
partment, run by Al. Tierney, was al- 
most completely destroyed. 

For a time the shoe department of 
the Nebraska Clothing Company was 
used as an emergency hospital, for some 
15 firemen overcome by gas were given 
first-aid with pulmotors in this neigh- 
boring store. 


Protest Japanese Imports 


KITCHENER, ONT.—Imports of cheap- 
ly made products from the Orient under 
the preferences recently laid down in 
Empire trade treaties constitute “one 
of the biggest threats to the industry,” 
said E. S. Sargeant, general manager 
of the Canadian Goodrich Company to- 
day. A large Japanese rubber company 
has opened a factory in Singapore, 
Straits Settlements, and is shipping its 
goods into Canada at prices with which 
Canadian manufacturers cannot hope 
to compete. Representation will be 
made to the Federal Government to have 
these imports curtailed, Mr. Sargeant 
said. 


Discuss N.S.R.A. Convention 


OmAHA, NEB.—Omaha shoe retailers 
were the first on record to get an in- 
terpretive report of the N.S.R.A. con- 
vention. They met Thursday night, 
Jan. 12—but a few hourg after the 
closing of the national convention. 

Walter C. Roose said: “The conven- 
tion was a great event in that it re- 
vealed the brave and optimistic front 
of an industry that is eager to step 
forward into progress and prosperity. 
A national gathering that has a spirit 
of confidence and a capacity for service 
is stimulating to all of us.” 

Jack Clark, salesman for the Enna 
Jettick Shoes, gave the meeting a pep 
talk. The majority of the shoe mer- 
chants of Omaha were in attendance. 
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Where Convenience Counts ~~ - 


You are overlooking a decided sales advantage 
if you are not stressing the advantage of lacing 
hooks on boys’ shoes. Boys like them because 
they are quick and easy to lace. Their mothers 
like them because the boy can be taught to 
look out for his own shoes . . . Stress these ad- 
vantages with your customers . . . They mear 
readier sales. 


TUBULAR RIVET AND STUD CO 
United Shoe Machinery Corporation, Selling Agents 


al 
L AcING Hooks 


When writing advertisers please mention Boot and Shoe Recorder 



























































60 





cme 


WHERE TO BUY 


Shoe Accessories 








EVER-READY, the Pad 
That Stops the Pinch 
Insist upon Brer-Ready felt akived 
the ordinary. A quality handy skived 
pad that insures results. Do not ac- 

i, cept substitution or imitation. 
# Mfd. by 
Security Shoe Findings Mfg. Co. 


827 West Monroe Street Chicago, Ill. 
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WHERE TO BUY 
Shoe Trees 
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PRICE 
PROTECTED 


Self Adjusting Shoe Trees 
A gentle squeeze inserts or 
removes. Only six sizes 
Write for unique ~ 
sales plan. 












SIMPLEX SHOE 
TREE CORPORATION 
472 Broadway, New York 





WHERE TO BUY 


Shoe Forms 
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| Zarry Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Ine., Auburn, N.Y. 





New Shoe Department 


New HAveN, CoNN.—The Ames Co., 
Inc., department store, has opened at 
760 Chapel Street, in the heart of the 
shopping district. The store contains 
a women’s shoe department and a 
hosiery section. 


Douglas Store Moves 


SPRINGFIELD, Mass.—The Springfield 
store of the W. L. Douglas Shoe Co. has 
moved into a new location at 1386 Main 
street, at the intersection of Pynchon 
street. The company is observing its 
36th anniversary in Springfield, having 
first opened an outlet here in 1896. 








b STORE CHANGES 4 





Duvall Store Moves 


RoswELL, N. M.—Jay Duvall has 
moved his clothing and shoe store to a 
new location at 122 North Main St. A 
fine, large, attractive store which was 
completely remodelled is bringing in 
much new business. Mr. Duvall has been 
in business here since July 26, 1922, 
and says the continued success of his 
business is due in a large measure to the 
standard brands of advertised merchan- 
dise which he solely carries. In his shoe 





are featured. 


Edison Expanding in Ohio 


CINCINNATI—Edison Stores, Inc., ap- 
plied for a charter to operate a series 
of boot shops throughout Ohio. These 
to be a subsidiary to the present Baker 
Boot Shops, which have two stores in 
this city. 

The firm behind the new corporation 
operates three chains at the present 
time. Capital of the subsidiary con- 
sists of 250 shares no par value, and 
incorporators include Max Friedman, 
Harry C. Burns and Margaret Yount. 


Changes Shoe Buyers 


New ORLEANS—Dade Kelly, manager 
of the men’s shoe department of the 
Maison Blanche Company for some 
time past, resigned. He was succeeded 
by John Kuracar, buyer of the men’s 
clothing department, who is combining 
the two sections. Mr. Kelly has not 
yet made plans for the future. 





Carl N. Buchman Opens 


YOUNGSTOWN, OHIO—Carl N. Buch- 
man, formerly with the footwear 
department of the McManus Co., has 
opened a Foot Comfort Shop at 11 
Federal Arcade. He will carry a com- 
plete line of women’s and children’s 
shoes, Cantilever, Treadeasy, and other 
lines of comfort footwear ranging in 
price from $3.85 to $10. 





Rowe’s Boot Shop Moves 


FLINT, MiIcH.— Rowe’s Walk-Over 
Boot Shop, which has been in business 
under the same management for the 
past 11 years, will move on Feb. 1 to 
new quarters at 406 S. Saginaw Street. 
Rowe’s are now holding a stock-clear- 
ance sale, which began Friday, Jan. 6, 
in preparation for removal to the new 
quarters. 


Buys Store 


LANCASTER, N. Y.—Claude Keebler 
has purchased the shoe store of W. J. 
Latterman. The store is a well-estab- 





lished one. 
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department, Packard and Douglas shoes: 





Provides Footwear at Cost 


HARTFORD, CONN.—As has been its custom 
for a number of years, Battey’s Shoe Store, 
1023 Main Street, has been providing shoes and 
rubbers at cost to charitable organizations dur- 
ing the Christmas season. William B. Berry is 
president and general manager of the concern. 





Moving to New Location 


JACKSON, Miss.—The Boston Shoe 
Store now located at 206 West Capitol 
Street, is preparing to move into a new 
location two doors west of the Majestic 
Theater in the near future. Work of 
remodeling the new store is under way 
and the firm will move as soon as this 
work is completed. 





Sells Store 


SHELBY, OH10—Clyde Clark, who has 
operated a retail shoe store on East 
Main Street for 23 years, has sold the 
business to Joseph Levinson of Mt. 
Vernon, Ohio, the new owner taking 
charge Jan. 1. Robert O’Dell of Mt. 
Vernon has been made manager and 
Donald Burger, assistant manager. 





Cleveland Store Chartered 


CLEVELAND, OHIO—Papers have been 
filed with the secretary of state charter- 
ing the Wade Park Shoe Co. with an au- 
thorized capital of $2,000 to operate a 
retail shoe store. Incorporators are 
Aaron Polster, Arthur Lehmeier and 
B. W. Desberg. 





Virginia Store Chartered 


RICHMOND, VA.—Central Shoe Stores, 
Inc., of Portsmouth, Va., with maximum 
capital of $10,000, has been granted a 
charter by the State corporation com- 
mission to deal in shoes and hosiery. 
A. H. Goodman, of Portsmouth, is 
president. 


Ouimet Buys Store 


St. ALBANS, VT.—James L. Ouimet 
has purchased the business of Carroll’s 
Boot Shop, 34 Kingman street, and be- 
gan operation of the store Jan. 10. Mr. 
Ouimet has been connected with the re- 
tail shoe business in St. Albans for 12 
years, part of that period with Hef- 
flon’s Shoe Store, 44 North Main street. 





Changes Firm Name 


St. Louis—The Boyd-Wright Shoe 
Co. is the new name of the former 
Boyd-Welsh Shoe Co. Maurice Wright, 
president and treasurer, states that this 
change in name is the only change that 
has taken place. Furthermore he em- 
phasizes that the personnel of the or- 
ganization is exactly the same, and that 
the company will continue to adhere 
strictly to its policy of making high 
grade, high style shoes for women over 
the name “Peacock Shoes.” 
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A Thoroughly Modern Shoe 


SMART 
STYLISH 
LIGHTWEIGHT 
FLEXIBLE 


UCO 


(TRADE-MARE) 


SHOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


Le eile eile edn ei ead 





~ commer erm 


, Black Kid Turned 1 Strap 


Kid Lined—whole strap 9 

iron bend sole 12/8” heel 

In Stock C, D&E 
$1.35 


with batt « up 
solid lea. heel 


$1.45 





in Stock 


MEN’S AND BOYS’ FULL 
LEATHER LINED GENUINE 
HAND TURNED 


Slippers 







Burgundy, Blue 





in Stock 











1 operas— 

in 7 ryt 

PB a 

¢ WILBUR K. FOSTER, Rowley, Mass. 
QUALITY 










KID D’ORSAYS 


TO RETAIL AT $1.00 


Write for catalog 
FREEMAN THOMPSON 
SHOE COMPANY 

St. Paul, Mina. 














- 8. CHASE & SONS. 
=~ S MAS 


INC., 
HAVERHILL, 8. 
in Steck Men's Full Leather Lined 
Handturned Slippers 


Priced from $1.60 
Kid Pullman Slippers 
colors and Biack with 
Snap Pocket size 
Lipper Pocket $1.50 


1 
AS AEST 








» STORE CHANGES 4 








New Firm to Start 


MIDDLETOWN, N. Y.—James Dewey 
and E. Coleman Writer have formed 
a partnership and will open a family 
shoe store here on February 4, which 
will be known as Dewey & Writer. 
Mr. Writer is a youngster in the shoe 
retailing field, but Mr. Dewey has had 
long experience, the past 8 years being 
spent right in this town while the 20 
previous years were in New York City. 
Fitting is to be stressed in the new 
store. A complete size range of shoes 
for men, women and children has been 
selected, which will give the new firm 
an exceptionally well balanced stock. 





Added to Nobil Chain 


Fostoria, OH10—The Cut Price Shoe 
Store has been taken over by the Nobil 
chain which is making extensive 
changes in the store room and adding 
a number of new lines. H. B. Coen is 
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How Horn Bros. Shoe Store of Newton, lowa, Used the Discount 
Squad Idea as Featured by the Boot and Shoe Recorder 
of December 17th 










IN BROS. Shoes For Everybody --- 
























LEARANCE SA 


(Every Shoe In The Store Priced To Sell In A Hurry!) 








Tomerro= mornng on the stroke of mine 
We hope thai we shall meet you. 

We know you'll profit greatly through 
‘The VALUES thet will greet you! 








All have been very much reduced 
‘To make SAVINGS big for you! 
Our Discount Squad with pep and view 
Worked hard... they did met fail 
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The teaser ad on the left preceded by 
one day the publication of the full page 
ad. Our illustration shows the top 
streamer of that ad, the balance of the 
page emphasizing, through cuts and 








illustration, the merchandise offered. 

These retail selling promotions in the 
BooT AND SHOE RECORDER are being 
used far and wide and are open to any 
store, anywhere. 








Specialty Store Enlarges 


BALTIMORE, Mp.—F rank Zimmerman, 
trading as Zimmerman’s Special Fitting 
Shoe Shop, 237 Park Avenue, will oper- 
ate a much larger establishment at 
Howard and Mulberry Streets, early 
in February, following extensive im- 
provements and remodeling to the 
building. 

Mr. Zimmerman has built up a sub- 
stantial exclusive shoe business by cen- 
tering his efforts on special fitting of 
shoes. He and his sales staff are well 
trained in giving expert assistance and 
service in the field of specialized shoe 
fitting. 

Physical Culture, Ground Gripper 
and other footwear, known for their 
special fitting and comfort-giving as 
well as maintaining their style charac- 
teristics, are featured by Zimmerman’s 
Special Fitting Shoe Shop. 





Leases New Cincinnati Store 


CINCINNATI—The Stetson Shoe Co. 
will reestablish their local branch 
recently closed on Fourth Street in the 
Sinton Hotel, and will open a new store 
in the Netherland Plaza Hotel block, 
south of the Arcade entrance on Race 
Street. 

The new store has not been occupied 
since the building was erected, and the 
interior and front is being entirely 
remodeled. The Stetson store is tem- 
porarily located on E. Sixth Street, 
their lease having expired in the old 
location. 

The new lease is for five years, be- 
ginning Feb. 1. 


Hart Closing 


INDIANAPOLIS, IND.—Hart’s exclusive 
shoe store, featuring only women’s high- 
grade footwear, will close their doers 





manager. 





as soon as the present stock now beiug 





offered at reduced prices is cleared 
away. The store was the first exclusive 
women’s shoe shop in the United States 
and during the gay nineties catered to 
the carriage trade of Indianapolis. 
About two years ago the store moved 
from Pennsylvania Street to more elab- 
orate quarters in* the Circle Tower 
Building. 





H. Y. Fowler Forms Company 


LOUISVILLE, Ky.—Henry Y. Fowler, 
former secretary of the Arch Preserver 
Shoe Co., Inc., Louisville, handling 
women’s shoes exclusively, who sold his 
interest in that company to his part- 
ner, C. E. Phillips, a few weeks ago 
and withdrew, has formed a new com- 
pany to handle women’s shoes under the 
name of Fowler’s Bootery, Inc.; capital, 
$27,000; H. ¥. Fowler, M. H. Dodson 
and M. A. Dodson, incorporators. Plans 
of the new company have not been an- 
nounced. 





Ohio Store Expanding 


CHILLICOTHE, OHIO— The Furman 
Shoe Co., recently chartered under Ohio 
laws with a capital of 100 shares of no 
par stock by J. B. Furman, Rose Fur- 
man and Clara E. Schrader, is entering 
into a period of expansion. The store 
is in a new location with a larger store 
room and modern fixtures. An expanded 
stock is one of the features of the re- 
organization. 





Driscoll Store Changes Hands 


TORRINGTON, CONN. — William P. 
Driscoll has retired as proprietor of 
Driscoll’s Shoe Store, 7 Main street, 
which he conducted for many years, and 
the business has been taken over by 
Frank J. Grady, a former employee of 
Mr. Driscoll’s. 
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Your Store Name IN THE HEART OF NEW YORK 


Individual Price Tickets 


Any Assortment of 
Prices Wanted | 


100 tickets 
200 tickets 
—with store name in type— 
(If special hand-drawn design 


TO STAY AT THE LINCOLN 
... 1S A HAPPY REMEMBRANCE 


An interesting cosmopolitan atmos- 
phere . . Cheerful Rooms . . Pleasant 
Service . . Fine Restaurant . . Moder- 
ately Priced . . Around the corner 


add 


Check in advance must 
accompany order— 


For your spring trims we have 
appropriate, seasonable tickets 


in-stock. 


Samples on Request. 
DISPLAY WINDOW CARDS 


Sizes: 7” x 12” and 8” x14”. _- 


WRITE for TEXT .-~’ 
AND PRICES _.-~” 


(Actual size) 
eed berder, green leaves on white 
stock—black figures 


OTHER STYLES AVAILABLE 


Polly Clip 
Ticket holders 


15e. to initial 


Without store name 


order.) 


























¢ 


Special suites and sample 
rooms for visiting sales 
representatives. 


BOOT & SHOE 
RECORDER, 





are theatres, clubs and glamorous 
Times Square . . 


Conveniently accessible to railroad 
terminals, steamship piers, the busi- 
ness and shopping centers . . 


"A Perfect Hotel for The Visitor’ 


ROOM with PRIVATE BATH, 
RADIO and SERVIDOR 


$3 $ 


Special weekly and monthly rates. 


double 
per day 


single 


per day 


HOTEL LINCOLN 


JOHN T. WEST, Manager 


44th to 45th Sts.— 8th Ave.— New York 


UNDER NEW MANAGEMENT "'A RELIANCE HOTEL" 














» ABOUT PEOPLE 4 


Benevolent Shoe Man 


SatemM, Mass.—Pierre A. Field, of 
P. A. Field & Co., shoe manufacturers, 
who died recently, left gifts of $500 
each to several “old and faithful em- 
ployes” a like gift to the janitor of the 
building in which he had his- Boston 
office, a gift of $8000 to A. Scott Frazer, 
who was superintendent of his factory 
for many years, and, also, gifts to other 
friends and associates, and further- 
more, gifts of $5000 and $10,000 each 
to libraries and hospitals, all these 
being in addition to bequests to his 
family, the chief of -which is a trust 
fund of $100,000 to his wife. No esti- 
mate of the value of his estate is given. 
Mr. Field sold shoes on the road before 
he started in business. 


Mildren Back With Horsfall 


HARTFORD, CONN.—The Luke Hors- 
fall Company, one of the best known 
men’s wear stores in New England, an- 
nounces that T. J. Mildren is again in 
charge of their men’s shoe department 
and that Nettleton and Barclay shoes, 
the latter being sold in the New York 
City Nettleton Shops, will be featured. 

Mr. Mildren established the shoe de- 
partment in this store in 1911 and for 
many years built friendship for Hors- 
fall’s by his personal type of shoe serv- 
ice. Announcement of his re-connection 


is made by the company in a display 
advertisement three columns wide and 
about ten inches deep. 


Dinner to F. D. Armstrong 


BostoN—F. Douglas (“Bunny”) 
Armstrong, well known in the shoe 
trade as a member of the firm of Ab- 
bott-Armstrong-Abbott, Inc., of Au- 
burn, Me., has associated himself with 
Paul C. Sanborn, who conducts an in- 
surance agency at 50 Congress Street, 
this city. The Algonquin Club in Bos- 
ton was the scene of a dinner given 
in Mr. Armstrong’s honor on Jan. 16. 
his hosts being many of his friends in 
the shoe and leather industry. 


Appointed State Shoe Buyer 


HARRISBURG, PA.—The State Emer- 
gency Relief Board has appointed Roger 
W. Link as purchasing agent for the 
shoe department, for distribution of 
shoes in the various counties of the 
State for the needy. His salary was 
fixed at $2,000 per year. He will main- 
tain an office in the State Capitol Build- 
ing. Fully $5,000,000 will be spent for 
relief work in January under the direc- 
tion of the board. 


OBITUARY 











Thomas L. Mauldin 


SPRINGFIELD, ILL.—Thomas L. Maul- 
din died at 5:30 o’clock, Jan. 11, at St. 
John’s Hospital, where he had been 





taken earlier in the day suffering from 
a cerebral hemorrhage. 

Mr. Mauldin was prominent in the 
manufacture of shoes in St. Louis and 
lived there for many years before com- 
ing to Springfield, where he was dis- 
trict sales manager for the Kelvinator 
electric refrigerator. He was one of 
the founders of the Lund-Mauldin Shoe 
Co. in St. Louis. 

Funeral services were held in St. 
Louis. His wife, Florie, of this city 
survives him. 


Hovey E. Slayton Dies 

BostoN—Hovey E. Slayton, president 
of Slayton-Learoyd, Inc., general dis- 
tributors of the Massachusetts Inves- 
tors Trust, but better known in the 
shoe industry as the man who for sev- 
eral years headed the F. M. Hoyt Shoe 
Company of Manchester, N. H., died 
on the evening of Jan. 17 at the Palmer 
Memorial Hospital, where he underwent 
an operation for gall stones about a 
week ago. 

Mr. Slayton, whose office was at 85 
Devonshire street, and whose home was 
in West Newton, Mass., was born in 
Manchester in 1877 and was engaged 
in the shoe business there for several 
years until, in 1928, he formed the com- 
pany of which he was head at the time 
of his death. 

Surviving him are his wife, who was 
Miss Luella Hoyt, of Manchester; a 
son, Hovey E. Slayton, living in Welles- 
ley, Mass., and a daughter, Mrs. E. A. 
Straw, whose home is in Manchester. 











> ON THE SELLING END <« 


News of the Travelers and Sales Activities 








Starts New Business 


M. GOLDMAN 


M. Goldman began the new year with 
the announcement of a new type of 
shoe business for St. Louis. It is to be 
known as the M. Goldman Shoe Com- 
pany, acting as a manufacturer’s dis- 
tributing agency. This new company 
will specialize in the better grades of 
men’s solid leather shoes. It will be 
the only exclusively men’s shoe distrib- 
uting house in St. Louis carrying in 
stock sizes 4 to 14—widths AAA to 
EEE. Mr. Goldman has arranged to 
handle lines made by well-known east- 
ern manufacturers over their individ- 
ual brand names. For example, he has 
become the middle western distributor 
for the Curtis Shoe Company of Marl- 
boro, Massachusetts. This line of men’s 
shoes covers the $4.00, $5.00 and $6.00 
price range. Other lines to be featured 
by the Goldman Company cover the 
price range of $3.00 and $3.50. The 
company’s offices and stock rooms lo- 
cated at 626 North Ninth Street have 
been completely remodeled with the 
modern treatment throughout. 


“Mickey” Sullivan With 
Peck Shoe Co. 


An announcement most certainly to 
be welcomed by hundreds of shoe buy- 
ers and merchants of the country is 
the affiliation of J. L. “Mickey” Sulli- 
van, one of the industry’s most popular 


| 





and widely known salesmen, has joined 
the sales force of the Peck Shoe Co., 
Worcester, Mass. 

Mr. Sullivan, for years with Excelsior 
Shoe Company and later with United 
Shoe Manufacturing Company, is one 
of the charter members of the N. S. T. 
A. and will cover his old territory, Kan- 
sas, Texas, Louisiana, Oklahoma and 
Arkansas for the makers of the well 


known Sta-Smooth shoe. - 


Changes Territory 


Aaron Potashnick, who covers the 
jobbing and the chain store trade for 
the Eagle Shoe Co. of Everett, Mass., 
in New York and Philadelphia, has just 
been rewarded for his excellent work 
by having the Middle West territory 
given to him. Up to about for years 
ago, Mr. Potashnick covered this terri- 
tory regularly for a period of about 
10 years. The production of the fac- 
tory has been increased to 4000 pairs 
daily. 


Annual Sales Meeting 


More than 20 members of the central 
sales organization of the Wolfe Wear- 
U-Well Corporation, which operates a 
chain of retail stores throughout the 
Middle West, met at the Neil House, 
Columbus, Ohio, recently for the an- 
nual sales meeting. The district repre- 
sented comprises Ohio, Pennsylvania, 
Indiana, Illinois and New York State. 
A general spirit of optimism prevailed 
at the meeting. Detailed plans for the 
year 1933 were discussed. 


Selling Nettletons 


A. M. Roberts, who has sold shoes 
in the Middle Atlantic States for many 
years, has joined the sales force of the 
A. E. Nettleton Company of Syracuse, 
N. Y. He will cover Pennsylvania, part 
of Ohio, Maryland, West Virginia, 
Delaware, District of Columbia and 
New Jersey. Mr. Roberts’ home is in 
Rochester, N. Y. 


With Wm. Goldstein 


Ed Mannheimer, who has traveled 
the country for Arthur Bender and the 
I. Miller Co. is now out with new 
spring samples for William Goldstein. 
Mr. Mannheimer will cover all the 
larger cities west of the Alleganies as 
heretofore. 


Sam Hill Getting Business 
Sam Hill, well-known Atlanta shoe 


.man, who has just returned from a fly- 


ing trip through his territory, reports 
business as definitely “looking up” for 
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spring. Mr. Hill, who recently opened 
a display room at 106% Forsyth street, 
N. W., is handling the lines of the 
Wearever Slipper Co., Kozy Komfort 
Slipper Mfg. Co. and the Joseph M. 
Herman Shoe Co. 


Reports Large December Sales 


BUFFALO, N. Y.—Sattler’s, Inc., one 
of the largest footwear retailers in 
Buffalo, reports the largest December 
sales volume in its history with an in- 
crease of 23.9 per cent over the same 
period of 1931, it is reported by Aaron 
Rabow, general merchandise manager. 
The year’s sales volume also reached 
a new high peak in the 44 years of the 
company’s history with an increase of 
84 per cent over the 1931 figures, Mr. 
Rabow reports. 

“Despite lower retail prices as com- 
pared with the 1931 levels, this record- 
breaking sales volume in 1932 is es- 
pecially significant,” explained Mr. 
Rabow. “There was an increase of 
more than 50 per cent in December 
transactions with customers. Indica- 
tive of our footwear business, we sold 
more than 1500 pairs of shoes with 
skates attached at $2 a pair in a single 
day during the holiday season, a vol- 
ume well in excess of $3,000 in this one 
item alone.” 

Mr. Rabow attributes this unusual 
sales volume increase to the use of 
more newspaper advertising than ever 
before in the history of the business; 
more intensive merchandising with 
greater attention to sales analysis, 
stock control and turnover rate. He 
says the company aims to exceed in 
1933 the figures achieved in 1982. 


Galosh Fastenings 


“Ninety per cent of the women pre- 
fer slide fastenings on their arctics,’” 
said the clerk. “I don’t know why. 
Maybe it’s the mechanism that interests 
them. The slides open and close quick. 
Maybe women are time-savers. I 
haven’t fitted a pair of buckle-fastened 
arctics for a couple of years, and I’ve 
forgotten what button-fastened arctics 
looked like. The flapping arctics, with 
bells on them, are but a hazy recollec- 
tion. Of course, there are those who 
like the snap fastening, with or with- 
out the strap. We’re selling many more 
arctics than rubbers. I suppose that 
it’s the fastening that has something 
to do with it. Singular, is it not, that 
men stick to the old-style buckle fast- 
enings?” 


Missed a Bet 


New OrRLEANS—A noticeable omission 
in the display advertising of depart- 
ment stores during the rainy season in 
this city was the absence of calling at- 
tention to rubbers and overshoes for 
men, women and children. While prac- 
tically every article in the various 
stores were brought to the attention of 
the public, still the advertising depart- 
ments overlooked this one important 
article. 





eT wench 








Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 28, 1953 


Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder 


HERE IS THE DIFFERENCE IN THE 
MERCHANDISING METHODS OF TWO MERCHANTS: 


The first took inventory only once a year. He was never sure about the value 
of his stock, and so paid the board rate for his insurance. 

The second merchant, through his perpetual inventory knew the approximate 
value of his stock at all times. His insurance policies carry the 90% co-insurance 
clause which, in his case, means a saving of 20% of his insurance costs. 


Helps you to “buy 
as you sell” —to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
m wanted styles and 
sizes. 


Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 
367 W. Adams Street 
Chicago, Illinois 
Gentlemen : 

Please send me samples and prices of your 
Stock and Daily Sales Card Record. 


When writing advertisers please mention Boot and Shoe Recorder 
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CLAVWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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SALESMEN WANTED 





POSITION WANTED 


LINE WANTED 








Salesmen Wanted 


CHICAGO WHOLESALER looking for 
salesmen on a straight commission basis 
with a general line of popular priced foot- 
wear in men’s, women’s, and children’s. 
Prefer men who reside in states they want 
to travel. If interested give reference, age, 
and past experience. Address D-264, care 
Boot & Shoe Recorder, 367 West Adams 
Street, Chicago. 











[XN stock line men’s English shoes to retail 
for $5.00 and $6.00, and strong in stock line 
popular priced English riding boots. Only men 
with recognized trade wanted. State experi- 
ence, and territory. Address D-250, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ALESMEN: Large Eastern Manufacturer of 

Men’s, Women’s, Children’s, Misses’, Boys’ 
soft and hard sole slippers, also sandals, has 
following States available for experienced sales- 
men with trade: Kansas, Missouri, Minnesota, 
Iowa, North Dakota, South Dakota, Wisconsin, 
Michigan, [llinois, Ohio. Commission basis, 
weekly settlements. Reply, giving full particu- 
lars and references. Address D-256, care Boot 

Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ITH new season changes, following terri- 

tories are available: All New England States; 
Eastern New York; Western New York; New 
York City; Mississippi; Louisiana; Arkansas; 
Michigan: Montana; Southern Wisconsin in- 
cluding Milwaukee; Southern and Eastern IIli- 
nois. Straight commission, no objection to non- 
conflicting lines. Give full eercmen and refer- 
ences in first letter. CHIPPEWA SHOE MFG. 
CO., CHIPPEWA FALLS, WIS. 





SIDELINE Salesmen wanted—State Territory. 
Address D-261, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


EXPERIENCED wholesale shoe Clerk—all 
round inside work. Capable and Reliable. 
References. George Sherofsky, 207 Division 
Ave., Brooklyn, N. Y. 





MEN'S SHOE FACTORY EXECUTIVE. I 
have had 22 years experience in the manu- 
facture of men’s shoes. Have worked in prac- 
tically every department, have been foreman, ad 
assistant, superintendent, have had one year on 
the road, and then started oy own factory. My 
consistent experience should qualify me for a 
position with some manufacturer who is look- 
ing for a man of ability, integrity and energy. 
Best of references furnished. Address D-265, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SEE page 16 of the October 8, 1932, Recorder. 
My services are available to some outstand- 
ing organization after Feb. first. Fred L. 
Haehnlen, 1058 Sterling Place, Brooklyn, N. Y. 





SALESMAN seeks connection—Greater New 
York and vicinity. Experienced, strong fol- 
lowing among juvenile trade. Address D-266, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





HOE BUYER AND MANAGER. Young 

man well known in all shoe markets. De- 
ression or no depression, if your department 
as lost its control, I am known as a g 
repair man. I'll bring it back. My background 
is good. My references are of the highest. 
Address D-263, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





LINE WANTED 





ANTED: A line of Women’s Style Shoes 

stocked from AAA to C and retailing at 
three dollars for the state of Pennsylvania, East- 
ern Ohio and West Virginia. Have been on the 
road selling for mate. ae 10 Unquestionable 
references. Address Maurice Lyttle, 2314 Pit- 
tock St., Pittsburgh, Pa. 





WANTED: For Ohio and Southern Michigan. 
Novelty line women’s footwear, popular price 
to retail from $1.98 to $3.00 for volume buyers 
and jobbing trade. Twerty years in same terri- 
tory. Can furnish the best of references. Ad- 
dress D-260, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


SALESMAN: Eighteen years’ experience cov- 

ering territory West of Denver is open for a 

line of Misses, Children’s and Growing Girls’ 
Shoes, Prefer, Highgrade or medium price line. 
W. Tanner, 1544%4 Cassil Pl., Hollywood. 
aut. 





ALESMAN who has continuously sold shoes 

successfully on the Coast would consider an 
additional line of medium price shoes either 
Men’s, Women’s or Children’s. Have the ac. 
counts and if shoes are right can place them. 
What have you? A. M. Smith, 741% N. 
Alexandria, s Angeles, Calif. 





Low or medium-priced line of Men’s or 
Women’s shoes. Territory—Western Penn- 
sylvania and West Virginia. Will use car. 
Fifteen years road experience. Best of refer- 
ences. Address: S. Salinger, 1618 Miriam St., 
Swissvale, Penna. 


- 





WANTED, very low P ag general line of shoes 
for N. C. and S. C. Have first-class check- 
able account. Geo. J. Mann, 109% S. Church 
St., Charlotte, N. C. 





WANTED, a complete line of shoes on con- 

signment basis, low and medium priced, for 
a town of 4560 population; best block in town. 
Address V. L. Hawkins, 320 E. Main St., 
Greenfield, Ind. 





SALESMAN—Large following among chain 
shoe stores, department stores, shoe finding 
jobbers, dollar chain stores, syndicate buying 
organizations in New York, Philadelphia, Balti- 
more, part of New England and Pennsylvania, 
desires any good line suitable for above trades. 
Address D-262, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


PPORTUNITY — Only shoe store — selling 
out — fixtures for sale — opportunity for 
SUNDIAL, BROWNBILT, or similar concen- 
ee plan. Write to Box 146, Silver Creek, 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Ciassified advertising is payable in advance. 
&* Advertisements for this page must be in our New York office on Friday of the week preceding publication. 


the rate is 7 cents per word. 


Minimum 
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HOTELS 





HOTELS 


WANTED TO PURCHASE 





YEARLY RENTALS 
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319 W. 487H. ST. 


@ large outside rooms 12x20 @ private bath with shower 
@ serving paniry—refrigerator @ complete hotel service 








TEL. PENN. 6-5900 


NEW YORK 











JUST WEST of BWAY 


NEW YORK 
1000 ROOMS 


EACH WITH BATH AND SHOWER 


Circulating Ice Water... Radio... 
Large Closets...Full Length Mirrors 


OTHER UNUSUAL FEATURES 
SUN-RAY HEALTH LAMPS 
Roof Solarium.. 





. Air-Cooled Restauvran: 


ROOMS $950 — $600 


from 


| IN THE HEART OF TIMES SQUARE 


Reorganizes Shoe Department 


Cuicaco—A. H. Buehler, formerly of 
Marshall Field and Company, lately 
with Hanan and Son’s has recently 
taken over the merchandising of the 
entire shoe department at the Davis 
Store. According to Mr. Buehler all 
the sections have been reorganized, en- 
tire new model stocks of moderately 
priced merchandise have been added. 
These include a full run of sizes and 
widths in up-to-date models. 

The women’s section has been en- 
tirely made over. Enlarged quarters 
give it an air of spaciousness. New 
carpeting, handsome new chairs in wal- 
nut upholstered in blue, up-to-date fix- 
tures and display counters all add to 
the appearance of successful activity 
and prosperity. Prices in this depart- 
ment range from $4.50 to $8.50. No 
job lots are to be included in the stock, 
Mr. Buehler reports, but all the mer- 
chandise will be made especially for 
this store. 

There has never been a time when 




















MERCHANTS’ NEEDS 





SHOE CARTON LABEL 
SPECIALISTS 


LT PRINTERS, DESIGNERS AND ENGRAVERS] Bi 


THE AMERICAN PRINTING ° LABEL CO. | | 
314-316 E.l2th St, CINCINNATI. OHIO. 








quality merchandise is in such demand, 
he goes on to say. The more the idea 
of quality is associated with any store 
the greater will be the consumer de- 
mand and the confidence of the public. 
It is the real salesman in merchandis- 
ing today. 

In the retail shoe store quality is ex- 
pressed in the appearance and manner 
of the sales people, in service rendered, 
in the style, fit and wearability of the 
shoes and in the appearance both of the 
department and of the store and in the 
entire reputation back of the institu- 
tion. Consumer clamor for low and 
still lower prices is a serious menace 
to the retailer. In a few short months 
can be destroyed the reputation of a 
store which it has taken years to build 
up. 

“IT tell my salesmen,” Mr. Buehler 
said, “not only to sell quality merchan- 
dise in the store but to talk it and live 
it in their private lives. A quality 
ideal held by each individual means a 
quality department, a quality store and 
a quality country. In such living there 
is no room for anything shoddy. 

“TI have spent many years of service 
in the shoe business. Today I believe 
more firmly than ever in quality.” 





Needed Sizes for Needy 


LYNN, Mass.—There’s a size prob- 
lem in providing shoes for the unem- 
ployed, according to Dr. George W. 
Haywood, of the welfare board, for 
while the board has plenty of shoes, 
sent in by charitable persons, yet it is 
difficult to keep on hand enough men’s 
shoes of the sizes No. 7 to No. 9. 








We will pay the best price for 
your surplus or entire stocks of shoes, 


general merchandise or department 
stores. ry oom 
Phone - Call 


All matters striett confidential. 


I, SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 








Buyers of Surplus Stocks 


We will buy surplus or entire Letom of shoes 
from manufacturers, jobbers or retailer: 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 














Buy American Made Goods 


CHIcAGO— Buy American goods— 
keep American workers busy, is the 
slogan adopted by the Fair in all its 
advertisements throughout the entire 
store. 

D. F. Kelly, president of the Fair, 
is responsible for this new movement. 
In speaking of it in a special interview, 
Mr. Kelly pointed out that this included 
all goods of a type that are not being 
made in this country of equal quality. 
He also emphasized the fact that this 
policy is in no way intended as a BAN 
against foreign-made merchandise but 
rather it is a definite effort to favor 
American-made goods in order to give 
added employment to our own people 
who are at the present time in such 
dire need. 

It is hoped that this movement may 
spread throughout the country to such 
an extent that the importation of shod- 
dy merchandise made abroad at such 
low prices that no American manufac- 
turer can honestly compete with it, will 
be entirely discontinued. 

Of special interest is the stand that 
the shoe departments in this store have 
taken in this line. Following the above 
outlined policy no merchandise will be 
sold in these departments that are not 
American made, according to S. S. Katz, 
buyer of shoes for the Fair. This of 
course particularly applies to sandals, 
tennis shoes and rubbers and galoshes, 
the latter of which have been pouring 
into this country in appalling numbers. 





Tell the Men This 


Shabby slippers—they’re a nuisance. 
Something out to be done about them. 
A lot of men have the habit of wear- 
ing slippers around the house until 
they are shabby, and then keep on 
wearing them. One reason is that old 
tradition—“as comfortable as an old 
slipper.” It never had a leg to stand 
on. Another reason was the high 
prices of slippers. It holds good no 
more. Slippers, like other shoes, are 
low in price. In fact, in some stores, 
one can get two pairs of slippers for 
the price of one. With slippers as 
cheap as they are, the shabby house- 
worn slippers should be thrown away. 
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Put a Big Final Punch 
In Your Clearance Windows 
[CONTINUED FROM PAGE 26] 


ductions of the pictures themselves, 
brilliant and colorful lighting effects 
were brought into play until the pub- 
lic, almost against their will, were 
drawn into the picture houses by the 
law of the moth and the flame. How fre- 
quently one hears the remark that de- 
spite depression, the movies still flour- 
ish and play to packed houses. To the 
extent that this is true, it is no mere 
accident, but the result of skillful sales 
promotion, relentlessly followed up. 

Especially do the movie people make 
the most of the strong appeal of 
brilliantly colored exteriors, enlivened 
with attractive illustrations. But they 
have no monopoly on these magnets for 
drawing attention to themselves. The 
shoe store can launch its final clear- 
ance sale with windows trimmed with 
brilliant colors. The effects can be ob- 
tained with colored papers on inexpen- 
sive fabrics. Cut-out letters can be 
cemented on the glass, or to produce an 
effect even more unusual, a section of 
the window can be blocked off with 
brightly colored paper, or corrugated, 
and the attention focused on a small 
group of shoes displayed in the center 
with the aid of brilliant illumination. 
The average free lance display man can 
easily contrive a simple scheme of 
colorful and highly effective decoration 
as the background for the final clear- 
ance and the expense should not be 
great. 

The important thing is not so much 
what scheme of display is decided upon 
but to make sure that something un- 
usual and different, something daring 
and spectacular, is done to give a final 
momentum which will carry the clear- 
ance sale to a successful conclusion. 


Makes Bid for Shoe Trade 


The new management at the Hotel 
Imperial, New York City, again wel- 
comes the entire shoe trade, manufac- 
turers’ salesmen and buyers, as has 
been done in the old days when the 
Imperial was headquarters of the Shoe 
industry. 
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HEATHE® 


GOAT 


THE IDEAL LEATHER FOR 


MEN’S SUMMER SHOES 
BLACK—BROWN—WHITE 


McNeely’s Heather Goat assures 
comfort and wear without weight. 
Goatskin has the natural characters 
istics of toughness, lightness, and 
ventilation. In Heather Goat the 
unique graining effect meets the mas 
culine idea of smart footwear. Ask 
your manufacturer to show you men’s 
Summer shoes of this ideal leather. 


McNEELY KIDD DIVISION 


HUNTINGDON & FAIRHILL STREETS, PHILADELPHIA, PA. 


. N. Y¥. Entered as second ~ matter Sept. 10, 1925, 
Post Office at New York, N. Y., under the act of March 3, 1 79. Subscription price $3.00 _ 2 year. Printed in U. 8. 
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A NEW DEAL 
prepare yourself for 


In recent years, when white 
kid shoes developed such 
major importance, many 
merchandisers undervalued 
the strength, as well as the 
length, of the run. 

Too many were satisfied with 
a bite, when they could have 
had a banquet. Last sum- 
mer proved that. 


Now, with an even - greater 
white kid season ahead, what 


will you do? 











IS COMING TO YOU 


the record white kid season 



















First, make certain that you 
are getting all the values in 
your white kid leather. Make 
its qualities do extra selling. 


For example: LEVOR’S 
white kid is 


“THE WHITEST WHITE” 


the original and best white, 
a washable leather; time-tested 
; through many millions of 
pairs; always the most de- 
pendable. 





LEVOR & CO, INC 
— "Dhe White Feouse o of America” 
GLOVERSVILLE ” NEW YORK 



















“pure white” 


KID 


IS JUST RIGHT 
AND 
MEETS ALL REQUIREMENTS 


GOs ISHED CC 
S < . poe i 


FINE KID 


WADE IN pHiLADELeht® 











Boor aND SHOE RECORDER , 
combining THE SHoE RETAILER, Feb. 4, 1933 


. Every Pair We’ve Sold has 
COME 


NOT OUTSIDE... oN 





is the SOLE you walk on 


BUT INSIDE... 








—bringing a Satisfied Customer and 





PECK 


Means Business 


STA-SMOOTH innersole 
construction has really revo- 
lutionized the art of fine shoe- 
making. 


No aggressive shoe merchant 
can afford not to~ discover 
what this vital improvement 
inside the shoe means to his 
sales. 





Write for full details, 
merchandising infor- 
mation and latest cata- 
log of smart spring 
styles. 








SHOE 


another STA-SSMOOTH Sale!” 


“Sta-Smooth certainly gets quick re- 
turns. But instead of the customer 
bringing the shoes back, the shoes 
bring him back—ready to buy again. 
Honestly, we have never had a fea- 
ture in a shoe before that built re- 
peat sales so fast. It gives a retailer 
something to sell besides style. And 
when you stop and think what this 
Sta-Smooth innersole construction 


means .. . how it gives the human 
foot for the first time a smooth inner 
surface to rest on that cannot crack 
or curl or cause footburn . . . how it 
reduces foot perspiration and keeps 
the inside dry and cool for the life of 
the shoe ... why not? Why shouldn’t 
our customers be delighted and come 
back for more? Well, that’s easily 
answered, Mister. They do!” 


built with the exclusive 


patented Sta-Smooth innersole construc- 


tion bring quick returns for more 


COMPANY, 


WORCESTER, 


MASSACHUSETTS 
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FASHIONABLE 
and PRACTICAL 


SILHOUWELTS 
combine style 





SILHOUWELTS Baesenes 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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** Building 


Better Business with 





Se ee 


Again Summer Sandals Lead 


LaBelle 


Very attractive white peb- 
bled rib fabric upper. Leather 
sole, 14/8 heel. 

Parma 


Same as LaBelle but has a 
white crepe rubber sole. 


Avalon 


Very smart. Linen upper in 
choice of White, Tan or Blue. 
Leather sole, 14/8 heel. 


Winona 


Same as the Avalon but has 
a white crepe rubber sole. 


as Profit Makers 


1933 will be ANOTHER SANDAL YEAR 


The vogue for fabric sandals is increasing 
—they are light, smart, cool, comfortable, 
and economical. Already the demand from 
style centers of the South proves that a 
properly selected sandal stock will be profit- 
able. 


And, again BALL-BAND Summer Sandals 
will lead as profit makers. New designs 
and new fabrics meet the ideas both of 
stylists and wearers. New lasts in A and C 
widths provide an excellent fit over a wide 
range of feet. The gracefully fashioned 
and very popular 14/8 heels, the well sup- 
ported arches, the choice of crepe rubber 
or leather soles, all help to increase sales. 


For smartness of design; for beauty of 
fabric and colors; far trimness of fit; and 
above all, for skillful shoe making and sub- 
stantial wearing qualities you should see our 
27 numbers of Summer Sandals and Oxfords 
before placing your order. 


You can take real pride in displaying these 
beautiful shoes to your critical customers— 
the range of prices will meet your needs. 
Write us if you would like to see samples 
early. 


MISHAWAKA 
RUBBER & WOOLEN MFG. CO. 


280 WATER ST., MISHAWAKA, IND. 


(New England and Greater New York dealers should 
address Dunham Brothers Co., Dept. A, 
Brattleboro, Vermont.) 


White open mesh net upper, 
skeleton lined. White French 
binding. Leather sole, 14/8 
heel. Light, cool, airy, smart 
—an especially attractive shoe. 


Arabian 


Striped buff duck upper with 
crepe sole and beveled heel. 


Other beveled heel styles 
made in stripes and a variety 
of solid colors for Women, 


Misses and Children. 


Normandy Sandals r Gaiters Savanna 

Three-eyelet tie with upper : = A three-eyelet tie. White 
of our very attractive pebbled Tennis Arctics open mesh net upper with 
rib fabric. Choice of white or saddle and wing toe tip of 


brown. Leather sole, 14/8 heel. Rubbers J Boots fine white Luxor cloth. Leather 
sole, 14/8 heel. 
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Who are your 


Customers? 


F you knew that one out of two, three or five of the families 
in your community read a particular publication you cer- 
tainly would feature the merchandise advertised in it. 

THE AMERICAN WEEKLY, with over 5,000,000 circulation, 
sells merchandise to more than twice as many families as any 
other magazine. 

Many of these AMERICAN WEEKLY families live in your trad- 
ing area. They buy in your store. Feature the goods they see 
advertised in THE AMERICAN WEEKLY and you will have an 
opportunity to capitalize on the effectiveness of this great 
national advertising medium. 





What is The American Weekly ? 


The American Weekly is the largest magazine in the world. It is distributed through 
17 great Sunday Newspapers. In 558 of America’s 995 towns and cities of 10,000 
population and over, The American Weekly concentrates 70% of its circulation. 

In each of 136 cities, it reaches one out of every two families 

In 105 more cities, 40 to 50% of the families 

In an additional 153 cities, 30 to 40% 

In another 164 cities, 20 to 30% 
. «and, in addition, more than 1,750,000 families in thousands of other communities, 
large and small, regularly buy and read The American Weekly. 


-THEAMERICAN 
THEANWVEEKLY 


“The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouve Bupc., Carcaco . . . 5 Winturor Square, Boston . . . 753 Bonnie Braz, Los ANGELES. . . 
11-250 Generat Motors Bipc., Derrorr . . . 1138 Hanna Bupc., CLeveLanp ++ + FOr Marisetra St., ATLANTA . . 





222 Monapnock Bipc., SAN Francisco 
InrerNnaTIONAL Bupoe., St. Louis 





When writing advertisers please mention Boot and Shoe Recorder 





